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True, we aren’t suggesting any particular ring to your 
consumer. We know that for a while you couldn’t pos- 
sibly fill specific requests. Instead, we're talking about 
_.. ARing...A Sentiment with universal appeal... and 
the time-honored name of Ostby & Barton Co.... until 
the day quotas can be lifted, and you CAN satisfy your 
customers’ orders. We're working with You... for Your 


Future! 


Ostby & Darton Co. 
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KON-ITE WEBBING 
STRAPS OUTLAST 


OTHER FABRICS 





Water and mud never faze them. They 
' tetain their shape and original good 
© looks under all-conditions, and actually 
‘last as long as three ordinary twill 
‘straps. In hot, humid areas they are superior 
© leather, for moisture and perspiration 
ave no permanent effect upon them. They 
ire the favorites of men in the service. 


Equipped with Kon-ite molded buckles and 
pers and made with patented Split-Proof _ 
s. Colors: Buff, Navy, Qlive and Gray, 
O-piece or one-piece self-adjusting — 
50 per dozen. Order from your jobber. 
.. MANUFACTURED ONLY BY 


SAUER & COMPANY - 
CINCINNATI 2, OHIO 
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SPEAKING OF 


OU’LL certainly have to give 

the Russians credit; they’re a 
lot smarter than anyone heretofore 
gave them credit for. The Nazis 
found that out when they took on 
Russia in a knock-down, drag-out 
fight; the Yanks found them pretty 
smart, too, at the scene of the his- 
toric meeting of American and Rus- 
sian forces in Germany. 
AH-- 


GENUINE 
INGERSOLLSKI 





Probably the Yanks’ most awe- 
inspiring sight was the Red soldier’s 
ability to consume and handle liquor 
with the innumerable toasts drunk, 
being too much for the average GI. 


Maybe it was the toasts that 
dulled the Yanks’ reputation as 
smart dealers, but whatever it was, 
many an American took a beating by 
Swapping a fine wristwatch for an 
old-fashion Russian turnip; a beat- 
ing many of them justified by stat- 


ing that, “Anyways, it'll make a 
good souvenir. 


A novel twist could be had in this 
stofy if it was found that those 
watches the Russians were swapping 
80 generously were some of those 
that were given by the American 
people in the drive a while back 
for watches for Russians. So far 


* we haven’t had this substantiated. 
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WO women, a brunette and a 
blonde, working for the govern- 
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ment at Washington, D. C., have the 
responsible job of finding customers 
for precious stones and assorted 
jewelry spoils taken for violation of 
federal regulations. 

The two women are Mrs. Helen 
C. Benedict and Mrs. Hildya Ryan. 
A vital part of the Treasury De- 
partment, they can rightfully be 
called “T-Women.” The job re- 
quires the ultimate in honesty. All 
confiscated items, by law, must go to 
federal agencies for official use. In- 
dividuals get nothing. 

Mrs. Benedict, as much female as 
the next woman, says: “It breaks 
my heart not to be able to try on 
and admire some especially eye- 
catching item of jewelry.” She says 
she has to exercise restraint to the 
utmost. 

Recently the two admitted min- 
gled feelings of desire and duty in 
handling over 10,797 cut diamonds 
which were disposed of to the Bu- 
reau of Standards. 


© 9 


ETECTIVE JAMES TRAUT 
of Central police station, Chi- 
cago, knows his diamonds and most 
of the tricks of the trade. Recently 
when a Mrs. Shirley Bernstein re- 
ported loss of a valuable diamond 
ring in a theater, Detective Traut 
was assigned the task of “looking 
for a needle in a haystack.” 
Undaunted, Traut employed a 
basic scientific principle—and came 
up with the missing ring. Here’s 
the story: 
Arriving at the showplace, Traut 
called off attendants seeking the 
ring. The theater lights were on 


TRADE 
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full strength and Traut ordered 
them turned off, completely. Haul- 
ing out a flashlight, he made a 
thorough search of the area Mrs. 
Bernstein had occupied. The rays 
of the flashlight picked up an an- 
swering gleam in a corner crack, 
and there was the missing ring. 

“You've got to give diamonds the 
right kind of light,” Traut ex- 
plained, “and then you can’t miss 
seeing ’em.” 


© © 


HE old pendulum clock which 
for years has measured time in 
the Royal Observatory, London, is 
marked for retirement. It is to be 
replaced by a more modern quartz 
erystal clock. The old clock was ac- 





* HIGGINS, 
YOu'RE 1/1,000ts 
OF A SECOND 


curate to 1/100 of a second daily, 
while the new one to 1/1000 of a 
second. 

The pendulum in the old clock 
swung once each second; in the new 
one the quartz crystal will vibrate 
100,000 times each second and will 
be recorded electrically. 


® 


RARE opportunity for historic 
service came the way of 
Granat Brothers, San _ Franeiseo 
jewelry house, when the firm was 
commissioned by the city of San 
Francisco to design and manufac- 
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“WHE ASKED FOR A PARKER “'51"" AND THE CLERK TRIED 
TO SELL HIM ANOTHER MAKE" 
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seutive council only a few hours 
giter word was received that the 
gimost 300 former prisoners of the 
Japanese, at Bilibid and Cabana- 
wan prisons -in the Philippines, 
were on their way home by Army 
Transport Command airlines. Util- 
ising all facilities in its jewelry fac- 
tory and repair shops, the Granat 
store dropped everything else to 
produce 274 of the handsome medal- 
lions in time for a presentation at 
the civic reception held at Hamilton 
Field, army air field, when the men 
were landed. 

“Fighting the clock” and burning 
much midnight oil, Granat design- 
ers and craftsmen teamed up to ac- 
complish almost the impossible to 
meet a fast-moving schedule ending 
March 12. Actually less than six 
days were available for the entire 
job, but when the reception was 
held 274 medals, each neatly pack- 

in a presentation box and in- 
dividually polished, were ready. 

The medallions carry a shield on 
which is shown a sailing ship enter- 


JOE JEWELER IN UNIFORM > 
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OME 60 service men and women 

received a pleasant surprise re- 
cently when they opened a letter 
from Harry Druxman, retail jew- 
eler in Seattle, Wash. In the en- 
velope was a bill for the amount 
they owed Mr. Druxman stamped 
with the words, “Paid in Full.” 
Some $4,000 was involved in this 
generous gesture on the part of this 
jeweler. 

“Striking off those bills won't 
hurt me,” he stated. “Those kids 
will need a break when they return 
and I want to do my part to give it 
to them.” 


© 


T is not likely that American 
manufacturers will have to 
worry too much about any future 


‘ competition from Welsh clock mak- 


ers. British-made clocks and watches 
have never yet offered a_ serious 
competitive threat to our own finely- 
precisioned instruments. 


(On Furlough) 
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"I'd like to buy an identification bracelet." 
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manufacturers in‘a bid for an in- 
creased portion of overseas trade. 

Included in these plans is a large 
elock-making factory in Wales. 
Blueprints have already been pre- 
pared for this after the war devel- 
opment. The factory is to be built 
in the tongue-twisting town of 
Ystradglynlais, a place that only a 
Welshman could live in and pro- 
nounce. 

In just what types and price 
range the clocks are to be manufac- 
tured is not yet certain. One thing is 
clear, though. If they bear their 
home town address as a trade name 
they will not find a ready sale in the 
United States. Few Americans 
would care to enter their favorite 
store and ask for a “Ystradglynlais” 
clock. 


© © 


ATCHES have more uses than 

for just telling time, if Lieut. 
W. A. Smith, who was with the U. 
S. Army on Bataan, can be con- 
sidered an authority on the subject. 
A $50 gold pocket watch saved his 
life, but it didn’t get in the way of 
an enemy bullet! 

Lt. Smith, a prisoner in the Ca- 
banatuan prison camp before libera- 
tion, sold the gold watch his father 
had sent him for 1,000 pesos as a 
last resort to obtain food. Smith 
was down to 96 pounds when he sold 
the watch. In three weeks, he 
weighed 114 pounds. 

Smith’s father got the watch from 
Eugene L. Deacon, Altadena, Calif., 
jeweler, who refused payment for it 
when he learned it was going, to- 
gether with a parcel of food, to the 
Cabanatuan prison camp. Deacon 
has known Lt. Smith since the lat- 
ter was a child. 


“After what the boy has gone 
through, I certainly could do that 
much,” the jeweler told the father, 
adding, “I hope those Japs don’t 
confiscate it.” (The fact that the 
watch did get through was due to 
the jeweler’s foresight in suggesting 
it be stuffed in the toe of a heavy 
sock.) Deacon’s watch finally ended 
up in the pocket of a Jap, but he 
said he felt the life of an American 
soldier was ample payment for it.” 
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Man, watch him strut! No wonder we’re 
always saying, ‘Proud as a peacock.” 
But how. proud is he? Maybe this will 
give you an idea. : . 


As proud as your eustomer when she owns 
the 1847 Rogers Bros. design she’s waited 
for! ‘‘Mmm, looks as lush as it does in 
the ads,”’ she says, “I can hardly wait to 
show it off!”’ 





As proud as you'll be the day you say, 
“1847 Rogers Bros.? Right here! Which of 
these lovely patterns would you like? You 
won't find finer silverplate anywhere!”’, 





As proud as we are of our 98 years’ 
leadership in the silverplate field . . . of 
our war record of 5 Army-Navy “‘E’s.”’ 
As proud as we’ll be, after final victory, 
when we can assure you... Finer-than- 
ever quality. Speedy production. Distri- 
bution based on International’s tested 
quota plan, so you get your profits, fast! 


1847 ROGERS BROS. 
cH yeuids Sins Sileylile 


International Silver Co., Meriden, Conn. 


THE JEWELERS’ CIRCULAR-KEYSTONS 








V-E Day .. 


OW that victory in Europe is won, how far will the 
civilian economy shift from the all-out wartime 
footing of the past two or three years? Specifically, 
what can jewelers reasonably expect in the direction of 
greater supplies of merchandise and the re-appearance 
of those classes of goods that have been unobtainable up 
to now? 

To try to answer that question, which is necessarily 
in the forefront of every jeweler’s mind, THe JEwe.ers’ 
Circutar-Keystone has thoroughly canvassed and 
analyzed every available bit of information, and here- 
with presents a summary of the outlook as it appears at 
the time of sending this issue to press. 


AMERICAN WATCHES ON DOUBTFUL LIST 


High on the list in order of importance are American 
watches, No substantial increases in the supply can be 
expected in the very near future. So far, the watch fac- 
tories have not received any cutbacks whatever in their 
war orders, nor any intimation as to when such cutbacks 
may come, or the amount of the cutback, or even whether 
there will be any reduction at all in the war demands 
upon them. Indications are that because of the highly 
specialized and intricate nature of the work being done 
by the watch companies which can be performed in very 
few plants, and the fact that much of the equipment 
they manufacture is of a nature that will continue to be 
needed by the armed forces, these firms are likely to be 
among the last to have any substantial part of their 
facilities released. 

However, all of them are ready to swing quickly into 
tivilian production, when, if and as they are released 
from war work, so that if and when cutbacks do reach 
them, it should not be many weeks before reasonable 
supplies of American-made civilian watches will again 

available through trade channels. 
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And the Jewelry Business 


No great or sudden inerease in supply of jewelers’ 
goods can be expected in view of continuing 
Japanese war. Changes likely to be spotty and slow. 


SWISS IMPORTS SHOULD INCREASE 


Meanwhile, the outlook for adequate supplies of 
Swiss watches seems encouraging. With the ending of 
the war in Europe and the consequent relaxation of re- 
strictions upon Swiss shipments, the tendency is likely 
to be in the direction of larger supplies. Furthermore, 
if, as seems likely, shipments of some American goods 
are now resumed so that the Swiss can get products in- 
stead of frozen dollar balances in the United States, 
the quota of Swiss-made watches for this country may 
very easily be increased. 


PLATINUM USE REMAINS FORBIDDEN 


Platinum jewelry will continue, for an indefinite time, 
on the list of items whose manufacture is prohibited. An 
official announcement by the War Production Board on 
May 11 stated specifically that military needs for plati- 
num in the war against Japan will prevent early restora- 
tion of its use in jewelry. 

Whether more sterling flatware and hollowware will 
become available depends upon a combination of two 
factors, neither of which can yet be determined with any 
certainty. 

No. 1 obstacle is the fact that the silversmiths, like 
the watch manufacturers, are largely absorbed in pro- 
duction of military goods, with the result that their abil- 
ity to manufacture their normal peacetime lines is lim- 
ited by the amount of labor and manufacturing equip- 
ment that may be released by cancellation or reduction 
of war production. Here again, as in the case of the 
watch manufacturers, no actual cutbacks have yet been 
made and no specific indication has been given as to how 
soon any cutbacks may come, nor how substantial they 
will be. 

The other limiting factor—though this is less of a hin- 

(Please turn to page 160) 
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HE term “Display” until recently has been applied 

only to the filling of space in windows and show- 
cases. With the acceptance of a more modern merchan- 
dising policy, it is coming to be understood that the 
entire store is a display. The arrangement and design 
of counters and cases, the walls, floors, ceilings and 
lighting inside the store as well as the showing of mer- 
chandise in the windows and cases must be considered 
as-visual merchandising. That is, everything that the 
customer sees upon entering, and during her stay in the 
store, must be calculated to contribute to a favorable 
impression of both the store and the merchandise. The 
customer must be made to see the merchandise, to ex- 
amine it and want it. 

Practically all post-war remodeling will undoubtedly 
be in the “modern manner” but here a distinction must 
be made and well understood if the jeweler is to get full 
value on the money he invests in modernization plans. 
There are two kinds of decoration referred to as modern. 
One is a mere change in decorative treatment—a simpli- 
fication of the designs of old style fixtures and furnish- 
ings. The other, true functional design, endeavors to 
change the store into a better kind of merchandising 
tool. Functional modern is much more than shiny glass 
store fronts and streamlined showcases. It is an intelli- 
gent planning from the concept that everything in the 
store must display the merchandise better, promote more 








Functional Design 
Makes Store a Merchandising Tool 


‘her. Also more wall and display space can be created 


. display space must be planned so that it is easy to geta 


' shown in such a way that the shopper can pick up and 


efficient handling of sales transactions or make yoy 
customers more comfortable and at ease. 

In the case of the new open store fronts, the stor 
interior, of course, must be planned as an integral part 
of the store front design. In any case, the interior must 
be made to look inviting from the street. Clever use of 
color and effective lighting can accomplish this even with 
a somewhat closed-in type of store front. 

Once in the store, the shopper should be able to find 
readily the department she wants and other department 
should appear attractive enough to invite her inspection 
as well. The traditional arrangement of counters in 
straight lines following the straight lines of the walls of 
the store, does not generally permit the most effective 
view of the merchandise._ Modern architects have dis- 
covered that the store outlines can frequently be ignored 
to advantage as far as the arrangement of counters ‘and 
showcases goes. Curved counter and wall cases seem tp 
“surround” the customer with the merchandise so that 
she can see more than just what is directly in front of 


this way. 

A great fault in old style interiors has been the con 
ception of cases, counters and tables as pieces of store 
furniture in which room for merchandise must somehow 
be found. This has made the design of the furniture 
more important than its ability to display the merchan- 
dise to advantage. Cases and counters exist only for the 
display and storage of merchandise and their design 
should be determined by the way in which they can most 
efficiently execute these tasks. In the case of jewelry, 


“close-up” view. Space should be arranged to peri 
interesting but uncluttered groupings of related items 
Silver hollowware can be seen well at a somewiil 
greater distance. Silver flatware should be shown tt 
counter tables at which the customer can be seated ft 
leisurely examination of the patterns. The more ofter 
you can arrange for the customer to be seated while 
making her selection the better. Giftwares should & 






examine the pieces. 
Overdecoration of wall spaces should be avoided. The 

general effect should be uncluttered, with inter 
(Please turn to page 164) ae 


















In the narrow store, straight-line cases follow- 
ing walls of the store are required. Contrast- 
ing color wall at end of the store, behind watch 
repair counter, and two-color wall at right 
make store appear wider and more shallow. 
Shallow cases flush with left wall give addi- = 
tional space for the display of merchandise a 
easy for customer to examine close up. * 
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Curved wall with row of display 
cases directs customer's attention 
full length of the store. Mer- 
chandise in these wall cases is 
easier to see from front of store. 
Variety of wall treatments—wall- 
paper, paint and woodwork—help 
break long lines of store and 
make space more interesting. 
































Modern store design is much more than shiny glass store fronts 
and streamlined interiors; it is your most important visual 


merchandising aid in creating a buying urge in your customers. 


by VIRGINIA DIXON 








In a large store, a definite 
department arrangement 
such as this is possible. 
Open shelves offer addi- 
tional display space and 
separate the departments 
without cutting off view 
from either side. Glass en- 
closed cases line the walls. 
Top of circular cabinet is 
attractive for flatware dis- 
play with ample storage 
space below. Contrasting 
color ceiling also accents 
separation of departments, 
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Shopping Ease Booms Gift Trade 


UILDING substantial gift sales through the en- 

largement of the gift department or through the 
establishment of a special gift section provides an excel- 
lent opportunity for the jeweler to promote the volume 
of sales and maintain a profitable business during these 
hectic days of shortages and priorities. Such is the 
opinion of the Paul Hudson Jewelry Store in San Jose, 
Calif., where the idea has been put into operation with 
gratifying success. : 

With the realization of a steady and increasing 
demand for all types of gifts, the firm; under the capable 
management of Samuel Pyes, decided to devote special 
attention to an exclusive section for the sale of this line 
of merchandise. So it added additional space, enlarged 
facilities, and established a Gift Room, which has been 
commanding a splendid response since it was opened a 
few months ago. 

The Gift Room is virtually a store within a store, 
being entirely separate from the jewelry departments. 
It is located in the right hand section of the establish- 
ment, with its own street entrance, which enables the 
public to enter it without going into the jewelry store 
proper, or it can also be entered through an archway 
that connects it with the jewelry store, like walking 
from one room into another. 

The Gift Room covers an area 66 feet long and 22 
feet wide, and practically doubles the former floor space 
of the store. 

The Gift. Room is finished in white, including white 
display stands and wall cabinets, featuring the latest 
designs and equipment, and has fluorescent lighting. 


132 


‘Paul Hudson’s gift room. They are always welcome # 


A wide range of gifts are 
carried in Hudson's new 
shop and attractively dis. 
played on display stands 
which are so arranged that 
customers have ample room 
to walk around and inspect 
them in ease and comfort, 














A wide assortment of gifts appropriate for all types 
of homes, are attractively exhibited on the display 
stands, which are conveniently arranged so as to pro 
vide ample room for visitors and prospective buyers to 
walk leisurely around the room and in between the stands 
with the utmost ease and comfort. 

.Every gift bears a price tag in plain figures which 
enables the prospective buyer to know in advance ex 
actly what the article will cost before making definite 
selection. This idea of having the prices of each article 
plainly marked is advantageous to the customer, encour 
ages “browsing” which is always helpful in the mer 
chandising of giftwares, and saves valuable time for the 
salespeople. It is pointed out that ordinarily a ci 
tomer may decide to purchase some particular gift, onl 
to discover later that the price is considerably higher 
than one was willing to pay, and as a result was deeply 
disappointed. a 

Customers have plenty of time to make selections # 






















come in and browse around to their heart’s content with 
out being urged to buy. As a result, a customer who 
came in to buy one item often sees several that appeal 
to her, and winds up by buying two or three. There® 
no rush or bustle—people are made to feel free to take 
all the time they want to view the gifts carefully, am 
give the matter the most earnest consideration belt 
deciding to make a purchase. They are not induced 
make a purchase by any high pressure salesmanship, 0 
are always accorded a friendly welcome whether they 
buy or not. 
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The Gift Room presents a magnificent spectacle with 
its brilliant colorful glassware, and various other lovely 
gifts designed to add to the beauty and comfort of any 
home, and has attracted literally hundreds of new cus- 
tomers into the store to admire the exquisite articles, 
many making purchases on the first trip, while others 
who may come in and look around without buying on 
their first visit, return later to make a purchase. 

The gifts include a complete selection of dinnerware, 
scores of sets and individual pieces of glassware, silver- 
ware, including both sterling and plate, plastic house- 
ware, electrical appliances, and numerous other articles 
for personal and home use. 

The opening of the Gift Room was announced to the 
public through a five-column advertisement in the local 
newspapers under the heading, “Gift Shopping Made 
Easy.” The advertisement carried a simple and sincere 
message of welcome to those who enjoy shopping in a 
friendly atmosphere in comfort and ease. 

The opening of the department was timed to coincide 
with the Christmas season, which, of course, helped it to 
get off to a flying start, and the advertisement stressed 
the convenience of selecting Christmas gifts in pleasant 
and comfortable surroundings without hurry or confu- 
sion. 

The public was cordially invited to come in and see 
for itself, closing with a line of display type which read, 


“Drop in and browse around,”’ customers 
were invited in Paul Hudson’s new gift 
shop. They did but they bought too, for 


gift shopping was made easy for them. 
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“Drop in and browse around—you will not be asked 
to buy.” 

The advertisement commanded a brisk response. 
People came in, and they bought, and. sales were highly 
gratifying. But the sales didn’t end with the Christmas 
rush, the management reports. People are continuing to 
buy steadily. Customers purchase gifts for birthdays, 


showers, weddings, anniversaries and other occasions for 

relatives and friends, and many people buy for their 

own homes and for their own personal use and pleasure. 

The store is not devoting any further special advertis- 
(Please turn to page 164) 






















by LILLIAN B. MARTIN 


Looking toward the front of 
the new Gift Shop which has 
its own display windows sep- 
arate from the jewelry part 
of the business. Gifts are 
appropriately grouped for 
convenience of customers. 




































Located just a few doors 
from Utica's largest the- 
ater, makes it easy for 
Mr. Roedel to collect the 
signatures of celebrities. 


"Nothing like a discussion 
of the ‘Gay Nineties’ and 
oldtime barber shops to set 
a@ man reminiscing," states 
Mr. Roedel, whose collec- 
tion of mugs does just that. 


MAN’S personality should have as many facets as 
a highly-polished diamond and his business will 
grow in just the proportion he develops them. 

That’s the philosophy of Frederic W. Roedel, presi- 
dent of the New York State Retail Jewelers’ Associa- 
tion who has found that hobbies will enlarge a man’s 
personality—and incidentally his business—faster than 
anything else. 

The “bobbysocks” element in Utica know Roedel as 
the man who has that thick autograph book with the 
names of celebrities in it where mother ought to trade 
so they can look at the book. 

Men beyond middle age in Central New York think 
of Fred Roedel as the jeweler who collects barber cups 
and they try to remember to look out for cups they can 
present him to enlarge his collection. 

If you came to Utica from Los Angeles or some city 
in the South and dropped a bus token from your town 
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JSeweler’s Hobbies 
Pay Off in Trade 













in the glass-lined container of a Utjca bus the chance 
are the driver would give it the once over and su 
you might want to take that token into Fred Roedel’s 
the jeweler, because “Fred has just started a collection 
and probably hasn’t got that particular number.” 

You may be one of the countless thousands whose 
nostrils twitch at the smell of the sawdust ring and 
whose spirit is lifted out of this world by the rancy 




















Fred's interest in the af 
cus has brought him a wide 
knowledge of circus lore 
which he's often inv 
speak before various 
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notes of the calliope. If you are, you'll want to look 
up Fred. He’s a circus fan. - 

Mothers and fathers who have sons and daughters i 
the Pacific area, possibly in China, drop into talk @ 
Fred because the jeweler has made international rels- 
tions one of his hobbies, with the accent on China. ~ 

If any argument comes up about when Ethel Barty 
more played Utica or the last time Iturbi made the key 
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yard speak with his magic manipulation of the ivories 
they go to Fred because they believe he can settle the 


debate. 
In other words, Fred Roedel hasn’t just one -hobby. 


He’s got six. 
Here’s the way he looks at it from the business point 


of view: 

“J find that most people seem to think that owners of 
iwsiness houses are cut and dried individuals who are 
wrapped up in their own business enterprise that 
mitside hobbies are foreign to them. But when people 
become aware that a man in business has a hobby or two 
(in my case it’s six), which he follows industriously, 
they wake up to the fact. that business men are human 
after all and are worth looking up and talking to.” 

He added as a corollary that “a customer is apt to 
feel more satisfied with what he’s bought if he knows the 
merchant better through intimate chats with him.” 


Hobbies, Fred will tell you, satisfy the fundamental 
urge in man in having something in common to talk 
about. Roedel believes every merchant could profit by 
being known for one or more hobbies. 

In commenting on the development of his own half 
dozen he had this to say: 

1. The Autograph Book. Fred thinks the collection 
of signatures is “about as universal a hobby as anybody 
can engage in.” 

“It’s got a lot of angles,” he said, “everybody, or 
nearly everybody is interested in celebrities. They like 
to see how they have signed their name. Then there 
are those who feel that handwriting discloses character 
and they know by the way a man dots the “I” or crosses 
the “T”’ just what kind of a fellow he is.” 

The fact that Roedel’s location on Genesee Street is 
just a few doors from the city’s largest theater, Warner 
(Please turn to page 166) 
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Autographs, barber mugs, bus tokens, the cireus and the theater, 


the varied hobbies of Fred Roedel, Utica, N. Y., jeweler, have 


contributed in a large way to his successful and growing business. 


by ELLIS K. BALDWIN 


His interest in the theater has brought Mr. Roedel a tech- 
nique of dramatization which is reflected in the statement 
etched on the glass of his store entrance: "Through these 
doors come the nicest people inthe world—Our Customers.” 








Jewelry Displays 


A small figure of 
in a bower of swe 
ag bso the 
ut effective bac 
for jewelry fete 
Valentine's Day this yeoy, 


by JUDITH DIAMOND 





Need Extra Consideration 


66 T’S a lot of work, but it’s wonderful,” said Mrs. 

Adele McAllister, of her display job with S. Kind 
& Sons, of Philadelphia. And wonderful are the win- 
dows she arranges, each a bit of artistry fashioned with 
the minute concern of one who truly appreciates the 
merchandise she displays. 

Believing that jewelry is in itself a very precious 
thing, unlike any other merchandise, Mrs. McAllister 
uses rich fabrics almost exclusively. To present jew- 
elry on anything less—such as wood or a painted sur- 
face—she feels would be entirely unworthy of the 
- jewels. 

Color is perhaps the most important factor, with 
attention-getting schemes the prime intention. 

“Subtle color combinations won’t attract the eye, and 
a scheme too bold will detract from the jewelry—which 
is what we want to sell—so I have to strike a happy 
medium,” she explained. ‘Very often I use Nature’s 
own designs or colors, such as in my rose windows. We 
were displaying rose jewelry, and ‘so with the various 
pieces arranged on lush velvet, the theme was carried 
out with a grouping of gorgeous American Beauty 
roses.” 
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If there is a well-thought-out combination of color, 
beauty and design, most jewelry windows do not need 
display cards, according to Mrs. McAllister, for the 
association of ideas should result. For instance, for 4 
Mother’s Day window, she obtained two antique mother- 
of-pearl fans and many life-like orchids and set these in 
the windows to complement appropriate gift-for-mother 
jewelry arranged on swirling yards of taffeta. For 
Valentine’s Day, a figure of Cupid graced an altar of 
sweetheart roses. Gleaming satin displayed the jew 
elry to full advantage. 

One look at Mrs. McAllister’s workroom proves het 
love for the ingenious, with its various props, milliner's 
flowers, and yards and yards of fabrics. To one side is 


a “stage,” which is exactly scaled to the windows she J 


decorates. Here, each set-up is completely worked out 
before it is presented in the real windows for the public. 
When finished, each part of the display is numbered, # 
that it will all appear exactly as planned. 

“There are a number of things I must consider when 
I plan the windows,” said Mrs. McAllister. “Especially 
the fact that as jewelry windows, my displays are sub 

(Please turn Yo page 168) 
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Below: A cornucopia, overflowing with grapes, 
carried out the idea of Autumn in this _win- 
dow setting used last Fall by Mrs. McAllister. 





Careful planning to attain a well- 
balanced combination of color, 
beauty and design is mecessary to 
Properly present jewelry in a 


setting that does it credit. 


FoR JUNE, 1945 


In keeping with the current floral 
theme in costume jewelry, this same 
idea was carried out in the display 
stand used in this effective showing. 


Below: Nature’ own designs and 
colors are often used by Mrs. Me- 
Allister for her window themes. 
Here, a bouquet of American 
Beauty roses form the central of- 
traction in a display of rose jewelry 


No window card was necessary to 
tell the story of this display of pearls 
for the bride. Two bridesmaid dolls 
under a bower of flowers and wed- 
ding bells, effectively told the story. 











Merchandising Appliances 


Presents Separate Problem for Jeweler 


Any new field has its individual problems and jewelers who are 


planning to include electric appliances as a part of their post- 


war business, should study the “do’s’’ and “don’t’s”’ involved. 


MONG the many lines which jewelers are consider- 

ing as possible additions to their stock in connec- 

tion with their plans for postwar expansion, probably 

none is more interesting or more filled with possibilities 

than the electrical appliance field. All types of appli- 

ances will meet with an enormous consumer demand, and 

their markup and sales possibilities fall right within the 
jeweler’s scope. 

In my opinion, jewelers who contemplate making this 
step are right in feeling their stores are in a logical posi- 
tion to handle this class of goods advantageously. For 
one thing, the jewelry store brings in a feminine trade 
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dise, 


Sale of major apple > 
ances are lim E | 
the larger stores) 8 
with space and facili. 7 


ties to stock them. 


highly susceptible to good brand names and well aware 
of the value of the store’s backing behind any mercham 
It also deals for the most part with the type 
customer who can easily afford major appliances in tht 
upper price brackets. Finally, the store is in a unique 
promotional position in that it can push appliance line 
equally well in the gift field, or for the customer’s ow 
use. _Therefore, the market is “right” for broadening ot 
jewelry store lines to include everything from small 
radios and table appliances all the way up to top-flig 
electric refrigerators. 4 
Our prewar experience in the appliance field, ho 
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All Major League Umpires use LONGINES watches for timing the Games 


aS 


A LETTER: Mr. Fred CartounVice-President, Longines-Wittnaver Watch Co., Inc., New York. Dear Fred: This 
box of baseballs, each personally autographed by a National or American League Umpire, is sent to you 
by the umpires as a token of their appreciation of your support for the great American game of baseball. 
Every umpire is an ardent Longines enthusiast. (signed) 








Art Flynn, The Sporting News, St. Louis, Mo. 








The smaller electric appliances 
such as toasters, waffle irons, 
and sandwich grills are naturals 
for the jewelry store, business 
limited only by space available. 


by A. SILVERMAN, Manager 
Shaddow Jewelry Company, 
Fresno, Calif. 


ever, has convinced: us that, before making definite 
changes in the store makeup to include appliances, the 
jeweler should make a thorough study of the “do’s’”’ and 
“don’ts” involved. Like any new field, the merchandising 
of appliances along with jewelry involves numerous pit- 
falls and drawbacks which do not appear on the surface. 
All of them can be overcome, however, with a little fore- 
sight and planning. 


LAYOUT OF STORE FIRST CONSIDERATION 


First should be the consideration of the physical lay- 
out of the store and the arrangement of the stock. I 
believe through experience that all appliances should be 
displayed and demonstrated in a separate space from 
diamonds, sterling, etc. Not only does one detract from 
the attention paid to another, but the mere selling of one 
can get in the way of salesmanship on the other. Major 
appliances are best set up in a basement showroom, a 
side bay, or in the extreme rear of the store where they 
do not conflict with jewelry—which after all is and will 
continue to be our major business. Stepping into this 
space, the jeweler can forget about his other lines and 
concentrate thoroughly on his appliances, without inter- 
ruption from watch repair customers, gift buyers, ete. In 
our Own case our merchandise was displayed well back 
in a quiet alcove devoted entirely to appliances. It 
proved to be the most advantageous method from every 
standpoint. 

Second, and vastly important, is the selection of lines. 
With his entire sales volume dependent on fine merchan- 
dise and satisfaction, no jeweler can afford to push any- 
thing less than the best nationally-advertised makes of 
appliances—choosing any of the several well-established, 
accepted brands. These enjoy the benefits of consistent 
national magazine and newspaper promotion, are packed 
with sales features unobtainable otherwise, and require 
little or no salesmanship to make them desirable. “Out- 
law” brands on the other hand, are likely to create re- 
sistance from the outset, and certainly give no confidence 
in the store in this new field. 

However, I believe that along with a top-flight na- 
tional line the jeweler can advantageously feature a 
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secondary line in a lower price bracket—not for com: 
petitive selling, but for the customer who cannot afford 
the former. At least 75 per cent of the inventory shoull® 
be in the top lines, though, with the remainder spl 
among secondary price appliances and trade-ins (if 
jeweler plans to handle the latter. ; 
With the lines established the next step is service. The? 
ability to maintain customer’s appliances thoroughly, 
keep them operating the year around, cannot be over 
emphasized. This means, of course, that the jeweler 
must find space for a service shop, maintain a small parts 
inventory to give warranty service and replacements on 
everything sold, and be ready to give accommodation 
service whenever requested. Without this, the merchan- 
dising of appliances is doomed to failure. Nothing will) 
kill future possibilities more swiftly than for a customer 
to have trouble with a refrigerator, for example, and call” 
in the jeweler who sold it to her only to be told that be’ 
can do nothing about it. With hundreds of well trained) 
servicemen being released from the Army and Navy it 
will not be difficult for the average store to set up at” 
least a small service department. The jeweler should’ 
not attempt to show a profit on service, and can even take 
a small loss in order to insure his goodwill and good ser 
vice from all appliances sold and if he cannot or will not” 
provide the necessary service, he will be better off to” 
omit appliances from his postwar plans altogether. . 


EXPERIENCED SALES PERSONNEL 


Fourth in line is the personnel question. Here agait” 
is a fertile opportunity for the jeweler to make mistakes 
If he attempts to handle the entire selling job himself, 
snags will begin to crop up from the first. I believe thé 
job should be handled by an appliance expert, a mal 
who can as readily explain the virtues of a hermetic lly | 
sealed refrigeration unit as estimate the sale value of 1 | 
trade-in refrigerator. Women make excellent jewel 
salespeople, but in the long run it takes a man to S@m 
mechanical equipment, since he invariably will close Gi 
sale with the husband at any rate. Once again, postwa 
release of servicemen will furnish plenty of expert mei 


(Please turn to page 169) 
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There’s going to be a terrific post-war rush for RONSONS! 


A business-booming, profit-making demand for lighters by 
more than 25 million smokers is revealed through a recent 
independent survey conducted across the country. 


This survey of post-war lighter preferences, made among re- 
turned servicemen and civilians, showed conclusively that on 
V-Day “must-buy”’ lists, RONSON is preferred at least 5 to 1 
over any other brand. 


No effort is being spared to be ready, when conditions permit, : = 
with new RONSON Lighters, including Combinations and RELEASE... IT’S OUT 
Table Lighters, irresistible in designs and finishes, that will 
enable dealers to achieve many times their RONSON volume REGARDING , 


of pre-war years. 
Meanwhile, RONSON ’s current, uninterrupted national con- Oo NM S Oo N 


sumer advertising is constantly reminding millions of smokers ; 
ofRONSON leadership in the lighter and lighter accessory fields. LIGHTER ACCESSORIES 
‘FLINTS’ WICKS 
Ronson Art Metal Works, Inc., Newark 2, N. J. | RONSONOL (FUEL) 


PRESS.. IT’S LIT] 





Consistent with existing wartime conditions, 
and the tremendous world-wide military 
and civilian demand, we are exerting every 
effort in the production of Ronson Acces- 
Por Croarerres, Cigars and Pipes sories to keep owners of a// types of lighters 
supplied, as far as possible. We appreciate 


your patience and understanding with refer- 
ence to shipments. Rest assured, we are 
extending every cooperation possible, and 


urge that you, in turn, allocate your stocks 
sparingly whereby the largest number of 


WORLD'S GREATEST LIGHTER lighter owners may be served. 
MAKE YOUR DOLLARS FIGHT * * * BUY WAR BONDS 
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An Insurance Company Looks at Appraisals 











WE DO NOT 


APPRAISE 
DIAMONDS or JEWELRY 











NORFOLK AND PORTSMOUTH RETAIL JEWELERS 








Many jewelry stores refuse to make appraisals and, like this 
retail group, display a sign to that effect in their windows. 





You may or may not appraise jewelry, but if you do, make it a 


service that your customer will appreciate. In case the piece 


« 
ELL up on the list of problems often discussed 
—and cussed—by jewelers is that old question 
of appraisals. 

Methods of dealing with the situation are many: and 
varied. At one end of the scale there are stores that 
will give an off-hand estimate of value without charge 
to anyone who requests it, while at the other extreme 
are those who display a sign like the accompanying re- 
production of the one used by the retail jewelers of 
Portsmouth and Norfolk, Va., refusing to make any ap- 
praisals whatever. 

In between are jewelers who will evaluate jewelry 
items for practically anyone but charge a fee for the 
service, and those who appraise only for insurance and 
estate purposes—again for a fee. 

Each group no doubt can make a good argument as 
to why its own method is the best way to deal with the 
situation, and it is not the intent of this article to at- 
tempt to decide between them, nor even to review those 
arguments. Its only purpose is to point out to those 
jewelers who do make appraisals for insurance pur- 
poses the requirements that should be observed in mak- 
ing such appraisals if they want their service of this 
nature to actually do what it purports to do. 

Here is the way the insurance company sees it! 

First of all the valuations must be accurate. Fre- 
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is lost or stolen, a detailed description facilitates recovery. 


















by EMILY P. MONLEY 
Travelers’ Insurance Co., 


Hartford, Conn. 







quently the jeweler is asked to evaluate old jewelry, o 
pieces which have been purchased other places than his 
own store, In the evaluation of antique pieces, senti 
ment is likely to play a disturbing part. Many persoms 
are prone to set great store by an amethyst brooch which 
has been in the family for generations, greatly exag 
gerating its actual value in their own minds. It some 
times requires the utmost diplomacy to say that a stont 
is worth only $50 when the owner is sure it must be 
worth ten times that much. 

In describing the pieces from his own stock, the jewe 
er is less often confronted with sentimental values. Bul 
no matter whether the jewelry be old or new, in ap 
praising it he has the opportunity to give service whieh 
may be of real value to his customers at some futur 
time. 

And that leads up to point number 2 — the neél 
for accurate and detailed descriptions of the piec# 
appraised. 

' Let’s suppose,. for example, in the case of a ne 
(Please turn to page 170) , 
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a Te engagement diamond that symbolizes 
—_ hopes and dreams will always be a special 
exag. source of pride and inspiration. That is why 
al we stress the diamond’s important part in 
st be love and marriage through the greatly 
oll expanded national advertising campaign 
. But working in your interests, and reaching the 
“hid customers you serve through a circulation 
as of 138,906,257. De Beers Consolidated 
7 Mines, Ltd., and Associated Companies. 
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INCE ancient times, pearls have been looked upon as one of nature’s most prized gifts to 

mankind. Unlike other gems, the pearl requires no cutting or polishing to enhance its nat 
ural beauty and, because of this, was probably the earliest gem known to man. They have 4 
wide range of color, running from pale white to black, and the intermediate colorings and tints 
are innumerable. Few realize the painstaking care necessary to assemble a finely matched string © 
of pearls when size, shape, color and perfection must be considered. 

Here, Sol Kaufman, well known creative designer, 562 Fifth Ave., N. Y., illustrates several — 
ultra-modern pieces using pearls accented with diamonds and rubies. 
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CANCER THE CRAB 
The sign of the Zodiac for June 







they are real Orientals, gathered from jagged rocks by naked diving boys, 









or Cultured Pearls, carefully developed in oyster beds beneath warm 
waters, or Simulated Pearls, man-made replicas that mirror the beauty 
< of the original. At Stone Headquarters, you will find a representative 


collection of pearls and all precious and semi-precious stones. 


S. NATHAN & CO., INC. @ 


Baie ne ese he 


Rockefeller Center—New York 20, N. Y. 


nat- 
ea 
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ig | AYA 
MANUFACTURERS OF (( VICTORIA _)) THE PEARLS* IN THE JEWEL BOX 
ral h eS . 
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* Simulated 





Sold by leading wholesalers throughout the country. 
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ROUND Fresno, Calif., Don Edwards, of Don Ed- 

wards Jewelry Company, is deseribed as “‘a jewel 

er’s jeweler’ —both because of his unvarying concentra- 

tion on the top quality field, and the fact that his 

business is probably the least affected by wartime con- 
ditions of any in the state. ° 

Based on the sound psychology that a jeweler’s place 
in business life is to sell jewelry and jewelry alone, 
Mr. Edwards has never gone into sidelines, never en- 
tered the credit field, and as a result his unique market 
has gone unruffled through the worst of the war period. 
To put it simply, he has built his store’s reputation on 
selling exclusively fine jewelry in the top price brackets, 
excluding the “shopper element’ altogether, and thus 
has produced an unusual operation based on quality 
through and through. The store operates on the basis of 
a relatively small number of transactions but a high 
average unit of sales—a philosophy which has proved 
highly successful in appealing to the well-to-do and dis- 
criminating customer. . 

Mr. Edwards has long been a sincere admirer of 
Tiffany’s in New York City, and has modeled his pro- 
motion closely along the same lines. To begin with, his 
stock consists entirely of finer-quality gems, watches 
and gifts, all single-choice items which will never be 
duplicated, and all sold to the buyer as individual arti- 
cles of beauty which Mr. Edwards considers worthy of 
presentation. There are no imitation gems in his stock, 





Only the Best For This Jeweler 
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by ROBERT A. LATIMER 


no gold-plated or gold-filled metals, and no costume 
jewelry. By concentrating on this top price field where 
the average sale is of substantial size, he is able to eam 
a highly satisfactory profit on a very much smaller per- 
centage of mark-up than the average jewelry stor 
which must make its money out of a large number of 
small transactions. Of course, by this policy, Mr. Ed 
wards is deliberately foregoing the business of the popv- 
lar price field, but he feels that it is not possible to 
cater to both the mass market and the exclusive clientele 
at the same time, and that a store must be either one 
thing or the other. There is a place for both types, he 
believes, and he has deliberately chosen the top income 
trade. ‘ 

The theory is evident in every facet of the Edwards 
business. For example, the small 8 x 35 ft. store on 
Fresno’s main downtown street has only three show- 
cases, each showing a handful of choice gems, artfully 
displayed against almost colorless backgrounds. Be- 
lieving in leaving the sales appeal up to the intrinsic 
value of the gem, Mr. Edwards uses no blue lights, no 
blue walls or color contrasts whatsoever—so that when 
a prospective buyer examines a fine alexandrite, sap- 
phire, etc., it is the stone itself which provides the color. 

The same theme is always evident in the store window 






Edwards’ concentrates on the promotion of a single item in each newspaper of 
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An Important Announcement 


Concerning Gines 
102 Facet Diamond* 





*a4 PATENT HAS BEEN GRANTED by 
the United States Patent Office for 
this new diamond introduced, to the 


trade several months ago. 
*~ * * 


In that short space of time its recep- 
tion has been most enthusiastic. 








Therefore, in order to give this po- 
tent new sales builder national rec- 
ognition, Max Fine & Sons, Inc., 
proudly announces that this bril- 
liant new star of the diamond world 
..-wWhich is destined to become a uni- 
versally accepted standard of design 
..ehas been named... 
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The 102 light reflecting facets, 61 on the top of the stone and 41 on the bottom, give Magna-Cut 
diamonds an unsurpassed brilliance that even the untrained eye can appreciate. Expert diamond 
craftsmen have praised the Magna-Cut as a diamond of exceptional beauty, fire and brilliance. 


MAX FINE & SONS, unc. 


ESTABLISHED 1390 


20 West 47th Street, New York 19, N. Y. 


29 East Madison Street, Chicago 











—a plain black velvet curtain and gray draperies are 
used to set off two or three choice rings, pendants, pins, 
etc., which alone make up the display. Ninety per cent 
of the jewelry sold in the store is “sold out of the safe” 
—to buyers who are ready to listen when Mr. Edwards 
states that he has something in stock he believes they 
will want. 

Outstanding in connection with this limited-market 
system is the white-space, prestige-laden newspaper ad- 
vertising which the store has used uninterruptedly for 
many years. Averaging two-columns by five inches, each 
of these ads is aimed straight at the customer who wants 
something unusual, and makes certain of notice by use 
of large areas of white space and an absolute minimum 
of copy. 

As illustrated by the series of ads reproduced here- 
with, all Don Edwards newspaper ads are either master- 
pieces of simple, direct presentation of an expensive 
watch or gem, or “institutional” promotion simply list- 
ing “Diamonds” or “Fine Watches’’ with the signature 


actual jewelry, set up by an advertising agency, and go 
only into specific page locations insisted upon by My 
Edwards. It’s an expensive type of advertising, of 
course, but it gets the results the idea was adopted for 
The fact that two such ads sold a $4,000 stone withip 
a week of receipt is ample proof of its effect. 

“All of my advertising and promotion is aimed at reg 
istering the thought that I am a jeweler and a jewele 
only,” Mr. Edwards stated. “Nowadays it isn’t unusug] 
for a jeweler to be expected to know electrical appli- | 
ances and radios as well as he does fine gems, but per. 
sonally, I am not willing to sell jewelry in that way, 

“I believe in carrying only the finest of individya) 
gems, and depending upon my store reputation to bring 
in the type of customer who wants them and can afford 
to buy. I put the entire emphasis on the intrinsic valy 
and appeal of a particular item, and thus actually place 
the burden of making the gem seem valuable squarely 
on myself. 

“Naturally, I try to carry what I know I can success. 


Don Edwards’ ideas are contrary to the thinking of most retail 


jewelers today, but he’s built a successful business on selling 


fine jewelry, exclusively, and solely in the top price brackets. 


Plenty of white space makes each ad stand out in its selected location. 


eut “Fine Don Edwards Jewelry.” Averaging three 
per week, these ads are carefully placed to contrast with 
the solid gray of the news columns, and by reason of 
the white space, are dramatically eye-pulling. On Sun- 
days, Mr. Edwards injects a note of curiosity and ro- 
mance into his promotion by always using an especially 
high-priced piece of jewelry, to excite the curiosity and 
word-of-mouth news which is his major selling asset. 
Thousand-dollar Russian alexandrites, men’s diamond 
rings of regal magnificance, emerald and diamond brace- 
lets—all individual one-only pieces are typical of this 
series. 

All of the ads are drawn up by an artist from the 
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fully glorify. By carrying only non-duplicated jewelry 
throughout the store—and all of it in the top price 
bracket—I eliminate the shopper or bargain-hunter typé 
customer and concentrate on bringing in the serious lovet 
of fine jewelry who is not wasting either his own tim® 
or mine. There is no such thing as a particular type 
customer in my plan. The customer may be a w 
rancher or a visiting eastern manufacturer—the wi 
point is that my store setup and the advertising whi 
reflects it is calculated to find buyers who want 4 
of beauty and will buy it. 

“I know my ideas are contrary to the usual meth# 

(Please turn to page 172) 
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MORE THAN ONE MILLION 








OF THESE TINY SOLDIERS 


HAVE GONE TO WAR 


A Mighty Volce From a Tiny Crystal 


The countless commands that ultimately speak of “Victory” are given 





voice by these tiny, but perfect crystals. Radar, “Walkie Talkie”, ship to ship 
and air to ground communications, as well as many other vocal transmitters 
become living voices through these Quartz Products. 

Processing these crystals has been our proud responsibility throughout the war. 


Now, the one millionth crystal has left our plant . . . to join the battle. 


QUARTZ PRODUCTS CO. oF New york 
304 EAST 45th STREET - NEW YORK CITY, N. Y. 
a subsidiary of 
BAUMGOLD BROS., NEW YORK 





The original store as it was about 1874 flanked 
by a cigar store and millinery shop. The wooden 
wheeled bike and carriage certainly date the photo. 


interior of the second store about 1890. Note the 
decorative stove in the center and on the right, a 
group of those "new-fangled" alarm clocks are shown. 


a 


Still Going Strong ~ 


; 
On 100 Anniversary 





Exterior of the sec- 
ond Elbe store about 
1890. Henry Elbe, now 
recovered from the 
illness that forced 
his retirement three 
years earlier, was 
back on the job. 


NE hundred years ago this May, one Thomas 
Brown, native of Buffalo, betook him to the beau- 

tiful city of Niagara Falls and established there a small 
jewelry store. That store, after several changes of loca- 
tion and ownership, still stands—one of the few jewelry 
establishments to reach so great an age. (According to 
the files of the Jeweters’ Crrcuiar-Keystone, less than 


Here is the Elbe store as it is to- 
day. Max Elbe, hale and hearty at 
74, stands at left with his staff. 


Established in 1845, this century- _ 
old jewelry firm has carried the 


Elbe name for the past 80 years. 


50 retailers of 100 years ago are in business today, 
Thomas Brown’s activities are shrouded in the mysterit 
of time, but records show that in 1855 he sold the st 
to J. B. Meyers who, in turn, sold it to Henry Elbe. © 
is Henry Elbe’s son, Max, who runs the store today. 
In the days when the elder Elbe took over the stort, 
(Please turn to page 174) 
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Overy diamond set in our jewelry is cut in our own 


modern Cutting Suslions 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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New Uses for Old-Fashioned Stones: The reconversion of old jeweltf 
into modern wearable pieces has been a profitable sideline for many jewelers. Many fine piect 
have been contrived which has resulted in satisfied customers who many times place a high 

timental value on this “heirloom” jewelry. However, in many instances the jeweler is confronté 
by a piece set with stones of old-fashioned cut with which he is unable to do anything without com 
siderable recutting; stones such as these briolette-cut amethysts, topaz quartz and onyx. «7 

Christian A. Jakobb, well known for both his work as teacher of jewelry design and ag 

practical creative designer, has used these stones here in fashioning these beautiful pins. Usim 
the modern floral design, the stones are employed as flower stamens and buds, making 8 Ne 
unusual and striking effects. . : 


Fs 
Ls 
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This Valentine Day promotion was — 
one of a series of seven windows 
used by Hess & Culbertson. The — 
plaster hearts and cherub were 
finished in pink lacquer; the 
heart inset pad and ring pads 
were of bright red velvet, and 
the back drapes were black 


by RAY LARSON 

Display Director 

Hess & Culbertson Jewelry Co, © 
St. Louis, Missouri 


Justify Merchandise in Your Window Setting ; 


N the display of jewelry, silver, fine giftwares, and often retailers fail to realize the importance of their 
other luxury items, one thought should be upper- windows, and, in doing so, literally waste one of thé 
most—that the setting do justice to the merchandise. most valuable spaces in their establishments. On the) 
Our business is to sell the most elegant and luxurious other hand, many retailers know and respect the value 
commodities on the market today, and display properly of their windows, realize they are not what they should 
handled, can do more in the way of creating consumer be, but do not know what to do about them. Hore is 
demand than any other medium at our disposal. where I hope to be of some assistance. 
Show windows are the “face” of your store, and in The Jewevers’ Circu.ar-Keystone has asked me to 
them is reflected the personality of your store. Too (Please turn to page 180) 


Another window of the series 
with silverware the featured 
item. Hollowware pieces were 
displayed in the foreground with 
flatware shown on the inset pad. 
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AGNIFICENT NEW DESIGNS in Gemstone. Rings a are attracting 
favorable reception by both jewelers and the con- 
sumers across the nation. Featuring genuine ‘stones 
brought directly from world-wide sources and elegant 
new mountings of outstanding distinction :-- Stocks of 


Gemstone Rings are available for immediate delivery. 








Pearls cover a wide range of tints from pale white to the rare black. 


EITHER of the jewelers’ selections for the birth- by FREDERICK H. POUGH, Ph.D., 
stones of June has a tradition behind it which Curator Geology and Mineralogy 
could compare with that of some of the older stones such Po Museum of Natural History 
: nee em Consultant for JC-K 

as sardonyx or lapis. Nevertheless, the principal selec- 
tion is one of the most popular of gem stones and one 
with a long history in myth and legend. Since pearls are There was much speculation about their origin in ancié 1 
soft stones, and are used just as they are found (or at days, and some “authorities” claimed that they spr 
most modified only to the extent of drilling a hole from congealed dew drops which fell into the open shell 
through them), they found no place among the rectangu- of the oysters when they were exposed at low tide. Th 
larly shaped stones of the breast plate of the Hebrew not infrequent occurrence of kidney and stomach stom 
high priest, and our birthstone tradition stems more or in domesticated animals probably gave rise to the India 
less directly from this use. The jewelers’ selection is belief that pearls might come from many animals, & 
then, an arbitrary one, and the companion stone, the best coming from the oyster. This absurd notion is m 
moonstone, was undoubtedly chosen because of its re- without its believers today; a recent botanical bot 
semblance to the pearl, in that its qualities too, are those claims that pearls may grow in cocoanuts. On the o 
of luminescence and softness. Presumably these were hand, pearls will form in any animal which secretes 
considered appropriate for a month associated with shell—in other words—from snails, clams, mussels ait 
romance, soft breezes and moonlight nights. so on. The luster of the pearl is the same as the lust 

The origin of pearls is too well known today for any- of the lining of the shell of the animal in which it grows 
one to evince any wonder at their formation within the This should make obvious the absurdity of the commé 
mantle of a mollusc, but this was not always the case. (Please turn to page 191) ; 


| 
: 


156 ‘ THE JEWELERS’ CIRCULAR-KEYSTONE: 








more facets 
more brilliance 
fie, more color 
.. more safety (potented, faceted girdle 


more sales 
Bee SELAAR Ale - cf COMPANY 


551 Fifth Avenue, New York 17, N.Y. 
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Your Overseas Customers Want Service 


The serviceman wants to buy jewelry and gifts for the folks 
back home and only lacks the oppertanity te buy it. Let the 


beys “over there’? knew you’re still in business “over here.” 


by Lt. R. W. TREIMER, U.S.N.R. 


HEN the Yanks went overseas, a big slice of the 

retail jewelers’ potential business went right 
along with them. For the most part, jewelers wrote 
this business off, or, rather, shelved it until the boys 
came home. Business has been better than good for the 
jeweler, no one can deny that, and so that of the men 
in the service was not missed. 

Jewelers would do well to take another look at that 
shelved business. Those boys over there are still jew- 
elry minded and the only thing they lack is the oppor- 
tunity to buy it. A little long-range promotion on the 
part of the jeweler that would not take him any further 
than the offices of the local newspaper for a list of home- 
town boys overseas, would insure him a profitable re- 
ward both in immediate sales and future goodwill by 
making available to the serviceman, worthwhile jewelry 
at fair prices. 

GI’s aren’t just a lot of undiscerning kids earning $50 
-amonth. They are like the lad from your own home or 
from next door, graduates of high school, or perhaps, 
college, and generally of good taste. 

I'd like to relate some true accounts of experiences 
overseas which bear directly on your business. 

Out en far-Pacific islands, where the remainder of the 
war will be fought, there are no cities, no towns, no 
stores, no shops; only jungle and coral atolls. Also 
thousands and thousands of soldiers and sailors. 

During the intervals between combat, and back on 
those supply bases, hospital areas, and other islands 
removed from actual combat conditions, the men relax, 
see movies, work, study, and write home. They draw 
their accumulated pay and look around for gifts to send 
back to loved ones, or they want to convert their money, 
of little use there, into tangible objects before they lose 
it in dice or poker games. 
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Of course, they buy war bonds; most have requesl 
an automatic deduction from their pay to purche 7 
or more bonds a month. And they have bank accou 
back home. Some even own stock or bonds or pro 

But their desire for gifts, good gifts, is so mnclil 
and the supply so negligible, that outrageously i 
prices are asked, and obtained, for trivial trinkets. ~ 

On our island in the New Hebrides, for instance, 
only souvenirs were shabbily-woten native grass § kc 
in demand at $5 each; necklaces of sea shells ¥ 
brought from 50c to $10 each, crudely-carved cocc n 
and boars’ tusks; souvenirs which appealed to m 
principally for lack of anything better. 

But occasionally a ship would touch this port a 
having previously anchored in Suja, Fiji Islands.” 
this city of 25,000 inhabitants, British shops, Hi 
bazaars and Fijian markets offered daintily-drawm 
ver filigree bracelets, necklaces and earrings, opal) 
garnet rings, tortoise-shell and other jewelry. 

Sailors would buy a silver bracelet, for instance 
$4. Then later in the New Hebrides, far from the ) 
but where demand was high and supply light, woul 


it for $15 to another sailor who, in turn, would rese 


for perhaps $25 to a soldier, and the soldier fim 
would realize a handsome profit by letting it go f0 
still higher price to some imploring friend who 1 

actually consider himself lucky to obtain a $4 att 
for even $40 or $50 in competition with so many ot 


who desired it. 


That isn’t just one isolated example. We've seen 
sort of thing time and again despite our attemph 
stamp it out. “ 

Some of this jewelry is excellent—although 
course, the final price is far too high. Much of it,] 

(Please turn to page 196) 4 
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V-E DAY—AND THE JEWELRY BUSINESS 
(From page 129) 


drance than labor and equipment—is the question of 
whether silver quotas will be increased. There are strong 
indications that civilian users may very soon be allotted 
larger quotas of domestic and Treasury (71c.) silver— 
though foreign silver—the 45c. kind—will continue to 
be restricted to war uses. However, whether the silver- 
ware makers would have manufacturing facilities and 
manpower to use more than present allotments, is open 
to question, Also, it is a question whether the refiners 
will be able to handle the work of alloying and rolling 
the additional bar silver into plates, sheets and strips of 
sterling so as to make it usable by silverware manufac- 
turers. In general, the prospects for an early increase 
in supplies of sterling silverware do not appear very 
promising. 

The same is true of plated flatware and hollowware, 
with the additional handicap in that class of goods that 
the nickel silver used as a base is still on the stringent 
list and does not appear likely to be released very soon. 
Without proper base metal upon which to plate, the 
makers are effectively prevented from resumption of 
manufacture of their standard peacetime lines. 


GRADUAL INCREASE IN ALARM CLOCKS 

One acute civilian shortage has been in alarm clocks, 
as every jeweler is well aware. The War Production 
Board announced, on May 14, that all restrictions have 


been lifted on the manufacture of both spring-driven © 
and electric models, with the result that manufacturey © 
are permitted to resume production as fast as materials 
labor and facilities are available. 

Copper, brass and steel are all in easier supply, 
that materials should not present a major problem, 
ever, alarm clock manufacturers say that they are full 
loaded up with war work and can see no prospect of 
ting into alarm clock manufacture, on any importa 
scale, unless and until such time as their war produetig 
obligations are ended or reduced, and no indication 
yet been given them as to when that may be. 


ELECTRIC APPLIANCE OUTLOOK I$ GOOD 


Small electrical appliances seem likely to be am 
the first of consumer durable goods to re-appear on @ 
market. WPB has specifically authorized their manufg 
ture and appears to be extending encouragement & 
their production, in view of the acute civilian need 
these classes of goods. However, supply is likely to 
tinue to be considerably short of demand for some tim 
to come, q 

In short, there is no immediate prospect that ¢ 
jeweler will suddenly find himself receiving larg 
quantities of merchandise than he has been gettig 
Gradual improvements, here and there, and in s6 
classes of items will probably be observed, first, but 
situation still will be difficult from the standpoint of 6 
taining adequate inventories. V-E Day definitely do 
not mean the end of inventory problems, a point whi 
is emphasized by the statement of Chairman Krug” 
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THE WORLD’S FINEST 
IN GOLD MOUNTINGS 


Cultured Pearl OF DISTINCTION 
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IMPERIAL PEARL SYNDICATE 
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 TIOARAT DIAMOND FOUND IN WEST AFRICA 


mal in Sierra Leone, West Africa, in January. It is belie 
‘to be the largest gem ever found in an alluvial d 








WPB, on May 15, that conversion to peacetime many. 
facture is likely to be slower than was generally bs 
posed before V-E Day. 









































OTHER WAR TIME CONTROLS 


As to the problems, other than obtaining merchand 
the situation looks about as follows: "2 a ¥ 
Price control will continue. at least as long as ¢ 
with Japan lasts and probably for an indet 
period thereafter, while production is catching up y 
demand. However, OPA is scheduled to meet with ¢y, 
sections of the jewelry industry during the last 
May to discuss possible modifications of price ¢ 
One meeting will consider semiprecious, synthetic ay 
imitation stones; the other will be with manufacture 
of jewelry. , F 
Inventory control is likely to be somewhat 
Some moves in that direction have already been 
with respect to manufacturers’ inventories of raw na 
rials, and the same principle may very likely be 
tended before too long to finished products as eed 
Regulation W is likely to continue in effect for t 
e reason as the continuance of price regulation, ' 
administration is determined, at all costs, to avoid an 
thing»which they regard as having possibilities of infl 
tionary pressure. + 
Taxes seem headed for a battle between Congress an 
the administration, with the outcome uncertain. 
George, head of the powerful Finance Comm 
publicly advocating prompt reductions, but Pre 
Truman has announced his belief that no cuts nd 
ent schedules are justified or possible till the end 
war. ‘Which view will prevail, no one can say, a 
tainly in view of the administration’s opposition & 
reductions, jewelers would be overly optimistic to o 
on any lowering of their tax burden. “as 
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The Imperial Institute, in London, revealed | 
month the discovery of a 770-carat gem diamond, f6 


The Institute reported that the diamond, the cine 
hen’s egg, has an exceptionally fine color. 

‘Ehe stone weighs 44 carats more than the Pre 
Vargas found in B#azil in 1938, and the Jonkel: * 
in the Transvaal, i in’ 1984. This would make this st 
the third largest’ ‘diamond ever found, discountin 7 
Great Mogul which is a gem of doubtful authentic 
Little is known about this latter stone which was’ 
scribed by; Tavernier in 1665 as weighing somé % 
carats and ‘some authorities do not include it in lists 
the known, great diamonds for it has not been recogni 
by anyone since Tavernier. a 

Thus this new stone, as yet unnamed, supersedes’ 
President Vargas which has held the spotlight as} 
world’s third largest diamond by six-tenths of a : 
over the Jonker, since 1938. As the Cull 
world’s largest diamond, which weighed 3,025.75 ¢ 
and the next largest the Excelsior, weighing 995 
carats, were both mined stones, this latest discon 
claim the record of being the largest alluvial diar 
ever found. 
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SOMERS-ERNST CO., Inc. 


MANUFACTURERS SINCE 1902 
Oo. J. SOMERS CO., Diamond Importers 


42 WEST 48th TREET, NEW YORK 
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FUNCTIONAL DESIGN A MERCHANDISING TOOL 
(From page 180) 


achieved through the use of good colors and interesting 
surface textures. Such materials as leather, mirrors, 
flexglass, woodweave, wallpapers and many fabrics can 
be used as well as woodwork. The modern tendency 
toward the use of light colors for both decorative mate- 
rials and woodwork is not just a “style.” It has been 
found tliat dark walls, ceilings and fixtures actually 
“soak up” light so that a dark background requires a 
much higher intensity of light for the same amount of 
illumination than a light background. A flat white paint 
will reflect 80 te 90% of the light reaching it, while a 
deep gray will reflect only 10 to 18%. For most eco- 
nomical utilization ef light fixtures, therefore, use pastel 
tones for ceilings, walls and interiors of showcases with 
bleached woods for cases and fixtures. 

The black tones in the accompanying sketches are 
meant to indicate color contrasts and not the use of dark 
» tones or’ black. 

The store lighting is in itself too important and com- 
plex a subject to be treated here and a separate article 
on lighting will be included in this series. The services 
of a lighting engineer should be employed for any impor- 
tant lighting installation. Post-war lighting equipment 
will no doubt give us many improvements. 

The actual arrangement of departments varies greatly, 
of course, from store to store, but the decisions on such 
planning should not be made arbitrarily on the basis of 


where such departments were previously located 
where they are located in some other store. The purpog. 
of such planning is to expose the greatest number gf 
people to the fullest possible view of the merchandis § 
on display . .. to persuade each shopper to walk sh. 
length of the store either by necessity—to reach the | 
repair department or the cashier—or by the attraction 
of display arrangements in each department—or prefe. 
ably by both means. Each department should be easy ty 
identify, either by prominent display of the merchandise 
or in a larger store by identifying signs—nearly al] of 
which should be visible on entering the store, 

General department displays should be supplemented 
with spot displays throughout the store of special sale 
or seasonal features. These may be in shadow boxes 
against the walls, on open counters or tables. Table 
settings in the silverware and china departments are g 
most effective means of displaying this merchandise. Q} 
if these departments are in the rear of the store and not 
readily seen, a table setting near the store entrance yil} 
call attention to them. 


SHOPPING EASE BOOMS GIFT TRADE 
(From page 133) 


ing to the Gift Room, but its pleasing displays, its at 
tractive windows, and the word-of-mouth advertising it 
has received continue to attract visitors in large num 
bers, and sales are very satisfactory according to the 
management. 
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~ no question about it! 
OVAL STONES “Ring the Bell” 














ee Even gem experts who aren't free and easy with 
their glowing adjectives, marvel at the fidelity 


with which OVAL colored glass stones are 








created to resemble the real thing in nature's 





own mined gems. Which explains why so many 
of today’s finest ring settings are endowed with 


these gleaming, skillfully made stones — for 





quicker, more profitable, more satisfactory sales. 


Rings by DASON and SAMUEL PLATZER Co. 





‘WAR LOAN | 


OVAL MANUFACTURING CO. © ¢4 
TRUE COLOR, GEM-LIKE, GLASS STONES OVAL IMPORTING CO. Inc 
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JEWELER'S HOBBIES PAY OFF IN TRADE 
(From page 135) 


Brothers Stanley, makes it a convenient place for celeb- 
rities to stop and put down their John Hancock. 

2. The Barber Mugs. Whenever Fred can get gas 
he drives out into the country. He stops in neighboring 
villages and at farm houses to look for the old fashioned 
article which was a vital part of the early barber shop 
where every man who let the barber give him a once over 
had his own cup with his name in fancy gold letters. He’s 
picked up one used by the late President Grover Cleve- 
land and quite a number used by upstate New York 
well knowns. 

“Nothing like discussion of the Gay Nineties and the 
old: time barber shops to set a man reminiscing,’ Fred 
has found. And he never returns from one of these Sun- 
day excursions without having made a few more friends. 

8. Bus Tokens. This is Fred’s most recent hobby. 
It’s value lies in the fact that newcomers to Utica who 
learn that Roedel is interested in tokens they have used, 
drop into the store. They are made to feel at home and 
before they go on their way very often Fred finds that 
they have mutual acquaintances in their native city. That 
doesn’t hurt business either, Fred will tell you. 

4. The Circus. Fred has collected so much circus lore 
that he’s invited now to speak before women’s clubs, ser- 
vice units and youth organizations on the subject. In- 
vited to address the New Century Club recently Fred 
sat down at his typewriter and discovered he’d written 


three thousand words about circus people and their Ways 
and “had hardly got into the subject.” Fred goes wit, 
other business men to neighboring cities to watch th. 
circus being put up, he’s met many of the performers 
and doing research on the circus, has learned that Utica 
was once headquarters for the Cole Circus. 

He’s started a small library of circus literature apg 
men and women often come to borrow books on the early 
circus. 

5. China. Fred is a Rotarian. He got interested jp 
international relations through his work with Rotary, 
The fact that he likes Chinese food resulted in his talk. 
ing with the proprietor of the nearby Lotus who now 
has special dishes prepared for him. He met other 
Chinese people among them a Dr. Wong who was ip. 
terning at General Hospital. All the background he 
gathered there has helped him in selling anything of ap 
Oriental nature in his store. 

6. The Theater. Fred Roedel and his wife, or Fred 
and other members of his family, have consistently at- 
tended all the leading theatrical and concert attractions 
which have come to Utica in the past two decades. They 
do this not only because they love the theater but be- 
cause they feel they owe it to their customers to be able 
to talk intelligently about the recitals and plays. 

Fred is a regular advertiser in theatrical programs, 

Roedel does not stop with theater programs. He is 
a constant advertiser in both the morning and evening 
papers. 








Call on us for your needs. 


estates consisting of 


Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


We wish to notify the trade that we buy 
diamond mounted 
platinum and gold jewelry and colored stones. 
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| IMPORTERS AND CUTTERS OF 


DIAMONDS 
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NEW YORK 20, N. Y. 
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Distinctive Modern Jewelry in Emerald, Sapphire 


Ruby, and all Semi-Precious Stones 


These three matched pieces 
from our huge stock of 
individual designs are very 
smart, and moderately 
priced... tia 
Amethysts, Topaz... 14K 
gold mountings. 


JEAN raz WOLLER COMPANY 


Creators of Distinctive Jewelry 
220 West Fifth Street © Los Angeles 13, California 
Dept. JK-6 












He takes what he’s learned about the technique gf 
dramatization right into the store. In the glass of ty, 
entrance are etched these words: “Through this dog 
come the nicest people in the world—our customers” § 

Customers who open the door hear the ringing of 


chimes which are touched off automatically by the open. no 
ing of the door. Influenced by his Oriental readj * 
Fred has the air of the store perfumed throughout stop $ ,.. 
hours with cologne. dis 
The store offers a dozen little services for custome, ” 
who come inside. These include a writing desk with, 
stock of stamps and envelopes, Fred’s services free as 4 “ 
notary public, giving of bride’s books to all who wif . 
come and get them, presentation of a small credit againg 4 
future purchases at Roedel’s to housewives who haye a 
recently come to the city. This last item is not give F 
promiscuously but to a list selected by the Chamber of ‘ 
Commerce welcome wagon. a 
Fred feels that many of his ideas for improvement of 
the store have come through his hobbies. m 
“Be sure,” he urges, “that the hobbies are diversified, as 


In this way you will meet and come to know hundreds} 4), 


of people in different walks of life who might ordinarily pl 
go blissfully on their way without ever knowing that yon ar 
existed.” wi 


JEWELRY DISPLAYS NEED EXTRA CONSIDERATION 4 
(From page 136) 


if 
ject to frequent disturbance when the sales people soll 
to remove something to show a customer. We all co 
operate very nicely, though, to the extent that they will 
often call me if the windows are not the way I arranged 
them.” ‘g 

Working from three basic themes—seasons, fashion 9 
trends, and occasions to be remembered—Mrs. McAllis 
ter is never at a loss for ideas from which to create her 
outstanding displays. In addition to this, patriotie} © 
themes, such as War Bond Drives and Red Cross Funds, 
also find their place on her display program. Her Sixth 
War Loan windows, incidentally, won First Prize among 
the jewelry trade in a statewide competition. 

Exceedingly particular about details, Mrs. McAllister§ fe 
obtained an exact reproduction of the Liberty Bell, com § j 
plete with the same information which appears below the§ st 
real bell, and this formed the focal point of the display} s 
A photograph of this display appeared in the May issue 
of JC-K, page 132. ) 

In displaying jewelry, Mrs. McAllister believes that} }y 
the type of jewelry shown definitely sets the “feeling” &} p 
the windows. Thus, Mexican silver pieces would nat} }; 
urally inspire a heavier type of display than perhaps the} ¢ 
more fragile jewelled sets would. Then, too, modem} — 
costume jewelry suggests a very different type of dit} g 








play from that which would be suitable for dainty en be 
gagement rings. Sometimes color alone is the coordi- te 
nating factor, while for other windows, Mrs. McAllister} jj 
employs fabrics to create the desired effect. Tin 

It is interesting to note that this charming, enthusia® fy, 
tic display woman comes from an artistic family. Her Cs 
feeling for fabrics and their importance in display is be 
well-founded, because her father for many years was a} y 





importer of fine fabrics, and her brother was in the dit? 
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. field. But on this alone, Mrs. McAllister does not 
“pase her knowledge of display; she has sold jewelry, 
| o Yon cannot know how to display jewelry if you do 
# not know how to sell it, particularly because jewelry is 
"0 different from any other merchandise,” she explained. 
Playing what is perhaps a very important part in her 
display work is the fact that her employers, S. Kind & 
Sons, give Mrs. McAllister a “free hand” in her plans. 
While she works on a budget, it is evidently liberal— 
: enough to allow her to carry out her ideas quite freely. 
‘The fact that the windows attract considerable attention 











0 Wilf in Philadelphia seems to compensate for the effort and 
gainst expenditure. 

: have. While the displays are fairly extensive and unusually 
Sven ft sttractive, many of the props are used more than once, 
ber of and the fabrics, when cleaned by a concern that special- 


jses in display work, are used over and over again. 

Sometimes, Mrs. McAllister rents props, such as the 
antique fans described before, or in the case of a hand- 
made jewel case of rosewood and sapphires which she 
obtained for a September (birthstone: sapphires) dis- 
play. But whether she rents, buys or makes props, they 
are always a bit out of the ordinary, always in keeping 
with the dignity which she feels surrounds jewelry. 

“If I see anything that comes within the quality of 
what I use, I will buy it, although sometimes I may not 
use it for six months,” she said. “It’s especially helpful 
if a window suddenly has to be done in about 10 
minutes.” 

Outside windows are not Mrs. McAllister’s only con- 
} cern, for all display inside the store is her responsibility, 
F too. As in the outer windows, she must take into consid- 
eration the fact that the showcases are constantly being 
} opened, and so simplicity usually is her answer. To in- 
-} sare a well-balanced color variation, she keeps a book, 
q inchart-like form of all her displays, which undergo a 
complete change every two weeks. 








ita APPLIANCES PRESENT SEPARATE PROBLEM 
(From page 140) 


# for the job, and leave the jeweler free for the fine 
one § jewelry job he is trained for. If necessary, in a smaller 
ie® store, it will be possible to use the same man for both 
layeq selling and minor appliance repairs. 

The question of price is paramount in how the ap- 
pliance future will work out. Naturally the jeweler will 
be wise to sell every appliance at list, and maintain the 
price without worrying over price competition from fly- 
by-night dealers who are strictly in for quick sales. The 
¢redit structure likewise is up to the individual jeweler 
he may adjust this to his own territory, or attempt to 
| %perate appliance credit as he does his jewelry sales. I 
“believe that the current one-third down, twelve months 
# ' pay plan would be ideal if it can be maintained. Too 
liberal credit automatically involves extra danger, and 
“invites the “returner.” That’s the housewife who has a 
few refrigerator installed, uses it several months, then 
falls the store to come and get it. There were many such 
‘efore the war, and they will inevitably crop up again 
en we get back to a buyer’s market. 
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cutting price—lowering the initial price, and making too 
liberal an allowance on trade-ins. Jewelers entering this 
field will find that they must accept trade-ins, whether 
they are resold through the store or somewhere else. The 
jeweler must be careful to make only such allowances on 
old appliances as will allow for the cost of reconditioning 
the item out of whatever it can be sold for later. Correct 
estimating of reconditioning costs and resale prices will 
avoid many profit leaks that might be very serious. 
‘Incidentally, I believe that all trade-ins should be sold 
separately from new merchandise—even to the point of 
setting up a separate salesroom for them. Often the 
jeweler can make arrangements with an electrical shop 
or a used furniture house to take his trade-ins off his 
hands—but in all cases he will find it necessary to ac- 
cept trade-ins and appraise them accurately. 

Finally, he will have to adopt a definite display and 
promotion policy which will not conflict with jewelry. 
Constant newspaper promotion of fine brands of appli- 
ances allied with equally fine names in watches, diamonds, 
sterling, etc., is a good, reputable way of adding luster 
to the appliance stock. Along with this the store can 
tie in with national promotion by manufacturers, and 
make the most of newspaper and magazine campaigns 
at low expense. 

In the display field the store will of course be some- 
what handicapped, as few jewelry stores have windows 
suitable for bulky merchandise such as ranges or re- 
frigerators. Therefore the jeweler will-be forced to use 
ingenuity in attracting customers into the appliance shop. 


Perhaps such features as signs indicating the appliang: 
department, or occasionally a refrigerator set out on the 
aisle, etc., will suffice. Naturally it will not take long. 
for regularly served customers to learn of this merchap.| 
dise, and discuss it with their friends. 
If the jeweler observes the above points, and elinj.} 
nates in advance the bad factors of poor credit risks, | 
cluttering up his store, and attempting to sell unaccepted } 
lines, there is no reason why major appliances should not § 
go over successfully. | 


INSURANCE COMPANY LOOKS AT APPRAISALS | 
(From page 142) 


purchase that a man buys his wife a diamond and sap. § 
phire ring. On approaching an insurance company t § 
have it insured, he finds he needs much more informa- } 
tion than is noted on his bill. Why? Because the in. § 
surance company knows that the police and detectives ¥ 
working with them would need a detailed description to 
find the ring should it be lost or stolen. 

A reported loss of a “$450 diamond and sapphire 
ring” would be little help. The police doubtless would 
say, “That’s too bad,” visit some of the pawn shops — 
where such items turn up, but would be able to do litile E 
else. If the owner could report that the “ring is plat- 
inum, the diamond estimated to be .50 carat with six 
calibre sapphires,” the authorities would have something’ 
real with which to work. 

By making a detailed appraisal the jeweler helps 
guarantee that the owner of the gems he had aided in§ 














Your Best Source 


A scarcity in available merchandise for the jeweler will continue 
to prevail during 1945. The safest and surest way to solve your 
merchandise problem is to pass it onto your wholesaler, always vour 
most efficient and most economical source of supply. 


With more than 80 years experience in assembling and distributing 
jewelry store merchandise, Benj. Allen & Co. have developed their 
sources of supply to the highest point and have the facilities to 
furnish you with all available items for your store. 


Our DIAMOND department is well stocked in every line, loose 
diamonds of all sizes, mounted rings and jewelry and mountings for 
every purpose, to supply your every requirement. 


BENJ. ALLEN & CO., INC. 


FOR EFFICIENT SERVICE AT ALL TIMES 


Silversmiths Bldg. 


10 So. Wabash AE Ee 





CHICAGO 3, ILLINOIS 
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ALL MEMBERS OF THE 


PRECIOUS STONE DEALERS ASSOCIATION, inc 


HAVE AGREED TO KEEP THEIR 


OFFICES CLOSED 
June 29th to July 16th 


TO CONFORM WITH THE USUAL TWO WEEKS 
CLOSING PERIOD OBSERVED BY MOST 
JEWELRY MANUFACTURERS 
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All Your Insurance Needs 
Covered by a Single Policy 








That's Jewelers Block Insurance .. . 





It protects you against burglary, theft, 





hold-ups, window smashing, pennyweighting, 
fire, smoke and water damage, loss in transit, 
and covers anything you may have on memo, 


as well as your own goods. 


N. Y. OFFICE 
WM. F. BOYLAN, Mar. 


107 WILLIAM ST. 
NEW YORK 7, N. Y. 
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St. Paul Fire & Marine Insurance Co. 


HOME OFFICE 
111 West Fifth St. 
ST. PAUL 2, MINN. 






Save yourself insurance worries by covering 
ALL RISKS with this one simple complete 
policy. 







For details consult any of our agents any- 
where in the United States, or your own 
broker. 








PACIFIC DEPT. 
E. B. BARRY, Mgr. 


MILLS BUILDING 
SAN FRANCISCO 4, CALIF. 















selecting, or that he had only evaluated, will have the 
best chance of recovering them if they disappear. When 
giving the description, he will have an opportunity 
again to show that his service is excellent, that the cus- 
tomer is receiving personal, individual attention. 

Finally, in order that a jeweler’s service be complete 
he might suggest “follow up” checks on his customers’ 
jewelry. In this way he can see that settings are in 
good condition, that the stones are secured. Another 
reason for these periodical examinations is the constantly 
changing value of gems. A diamond purchased some 
years ago would have a much higher value today. Should 
the owner suffer a loss he would be far from happy if 
he found he were unable to replace the gem with the 
insurance payment. - 

No matter whether the jewelry is antique or modern, 
if a ring, cuff links, bracelet or other piece disappears, 
the owner who knows the authorities have every pos- 
sible descriptive detail to help them locate it, will be 
most appreciative of the jeweler who took a few extra 
minutes for a careful appraisal. 


ONLY THE BEST FOR THIS JEWELER 
(From page 148) 


of most jewelry stores today, but believe it or not, they 
have been incredibly successful. I believe it is because 
my ads are exciting—because they set up curiosity and 
start discussion which creates word-of-mouth endorse- 
ment. I know that many of the ads will never be seen 





by the type of customer I want—but if they create ge. 


sire even among the people who cannot afford the king | 


of items I feature, they'll talk yearningly about them 
and my store name will come up whenever jewelry jg 
mentioned. Inevitably someone who can buy will hear 
about me and the ad has indirectly done its work. 

“I believe that my white-space ads are of a t 
which benefit the entire trade because of the fact that 
they are constantly building jewelry prestige. If qj 
jewelers could similarly give every advertised item that 
atmosphere of elegance, everyone would profit equally, 
In the last few years I have had visits from many east. 
ern jewelers vacationing in California who have seep 
my advertising and drop in to discuss the matter with 
me.” 

Mr. Edwards considers it significant proof of the 
above contention that most jewelers in his city have 
gone into better price brackets on individualized mer- 
chandise since he began his initial program. Likewise 
demonstrating the efficacy of prestige promotion is the 
fact that he has never had a request for a refund, and 
that every customer he has ever sold has sent in a friend 
later on to be similarly sold something “different.” 

As example of the results of this corisistent type of 
“finer jewelry” promotion, almost as much of his sales 
volume comes from out-of-state customers as from Cali- 
fornians. Typical is a man who came in stating vaguely 
that he had heard something about a beautiful green 
stone which changed color under various light condi- 
tions. For this customer Mr. Edwards produced a beat- 
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W E regret that conditions at this 
time prevent us from supplying mer- 


chandise regularly. 


We must patiently wait until the one 
great purpose we are all striving for 
has been accomplished. Then we will 
be able to render even greater service 


than ever before. 


Weksler & Goodman, Inc. 


5 South | CHICAGO 3 
Wabash Ave. ILLINOIS 











tiful alexandrite ring, which had been advertised at 
$1,300 several weeks before. The man in question had 
previously entertained ideas of buying a star sapphire, 
but after testing the alexandrite ring in daylight and 
artificial light, was delighted with it—another sale which 
originated with a newspaper ad which the buyer himself 
had never seen. 

Backing up the Edwards’ style of promotion, the 
store is itself designed for the deluxe display of fing 
gems, with little or no atmosphere of salesmanship, “] 
don’t sell any jewelry,” Mr. Edwards smiled, “but let jt 
sell itself. We show the customer everything he want, 
to see, tell him the facts about it, and let him make his 
own decision. I know that I have built up sufficient cop. 
fidence in my word to authenticate any claim | may 
make, and consequently making the actual sale ig the 
least part of my business. Later on, if a ring bought 
in my store outshines all others at a social gathering 
the customer is more pleased with himself than if I hag 
pressed the ring on him with ‘salesmanship.’ ” ; 

Thus, with this highly individual business theory, Mz, 
Edwards has suffered little inconvenience from the wag, 
Actually the higher incomes which executives and secur 
ity holders, no less than wage earners, have enjoyed, 
have boosted his sales volume. The only “bottleneck” 
has been the lack of an experienced watchmaker, neces. 
sitating that Mr. Edwards do much of this work himself, 

“Mine may be an unusual psychology,” he summed 
up, “but I believe in the jeweler being a jeweler all the 
way.” 


STILL GOING STRONG ON I00TH ANNIVERSARY 
(From page 150) 


the jewelry business must have had an aspect of adven- 
ture, for Henry Elbe does not seem to have been the 
man to settle for a dull occupation. Born in Hamburg, 
Germany, he served as a jeweler’s apprentice until 1840, 
when he emigrated to England. There he joined the 
British Merchant Marine which took him to the United 
States at the time of the Civil War. For some unknown 
reason he was impressed into the Confederate States 
Navy as a gunner and during the fighting along the Mir 
sissippi River, he was severely wounded and captured, ; 

Released from a military prison in 1865, he becames 
citizen of the United States and came to Niagara Falls 
where he secured a job from J. B. Meyers. By the end 
of 1865 he had bought the thriving business which he 
continued to run successfully until 1887 when, due & 
illness, he retired and turned the business over to his som, 
Max, the present owner, who was then only 16 years 0 
age. Mr. Elbe, senior, recovered from his illness and 
until the time of his death in 1904, was guide and cour 
selor to his son in the operation of the business. r 

His son, the present owner, has guided the enterprise 
for the past 58 years with only time out to take an Z 
part in two wars. Enlisting in the National Guard in 
1892, Mr. Elbe served in it and on active service Wit 
the army for a period of 43 years, retiring because of age 
limitations in 1985. He was on active service during the 
Spanish-American war as a corporal and later as set 
geant. During the first World War he was commissioned 
a lieutenant and ended the war as a captain. Back in the. 
National Guard at the conclusion of the war, he ulti~ 
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a{Plan now for the future with gifts that 
hic z 
a bear this famous sname 
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SS 


We must not expect instant miracles now after V-E Day, or too soon after V-J Day 

“‘T either. An adjustment Period of Pacification is bound to precede total peace. ‘ : oe} Y 
We can hasten the day by working in our own communities fighting inflation, —— a ae dive ites. 
giving jobs to returned veterans, and cooperating with our fellowmen for world quisite cases. $9.50. Others from 
order. This is the challenge business men of America are taking up, to prove $7.50 to $15.00. 


the rightness of a free and democratic way of life. 


Barbara Bates is also working on future plans 
of interest to every jeweler. Progress may be 
slow, but if you have not yet registered with us 
your desire to be on our active list, you should 
write to us right now. 


Kr bar aA Bates Completely lovely Barbara Bates 
Manicure Kits, limited in quan- 
tity, but still the finest available. 
Factory at Chester, Conn. $7.50 and $10.00. 


y TART 


366 FIFTH AVENUE, NEW YORK 1, N.Y. 
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#S311—14K cluster 
with genuine and 
synthetic stones. 


Those who feature 
LB Rings find it’s 
a quick-result policy, 
assuring increased profits 
and volume by attracting 
customers who insist on super- 
lative quality and value. 
LB Rings are fast-moving 
due to the ever-growing 
popularity of their “ 
exquisite, unusual designs leg rnb onlin 
for men and women. This is ‘ 
definitely a mutual benefit 
. policy, guaranteeing high 
profits for you because 
the low cost of these beau- 
tiful rings permits a 
generous markup. 
Into our lovely, original- 
design rings goes all the 
customer-appeal acquired 
from almost 30 years’ 


experience. Insure yourself K 
against loss of sales that can on 
be yours, by putting that j Kin Se sone 
experience to work for you. s* 


Ask for samples on memo. Newspaper mats of 
illustrated rings on request. 
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mately reached the rank of Lt. Colonel, which rank he 


held at his retirement. 

Last month, in celebration of the firm’s 100th birth. 
day, Elbe’s ran an unusual contest. An advertisement jp 
the Niagara Falls papers called the public’s attention ty 
the anniversary and announced that substantial prizes 
would be given for the best letters written about the 
store on two subjects: recollections about the store on 
any item of interest, on, reasons why the writer enjoys 
trading at Elbe’s. Judging from the long history of the 
store and its close association with the development of 
romantic Niagara Falls, the letters should make interest. 
ing reading. Prizes to the amount of $1500 were given 
with the first prize being a $500 War Bond or a $509 
diamond; second prize, a $250 War Bond or a diamond; 
third prize, of which there were five, a $100 War Bond 
or diamonds, and ten fourth prizes of $25 War Bonds of 
diamonds, with the choice of prizes being left to the 
winners. 

Mr. Elbe, a hearty, progressive jeweler at 74, con- 
siders the firm’s 100th birthday as but a milestone in the 
long career of the store. Says Mr. Elbe, “Like Johnnie 
Walker, we're still going strong.” 


ELECTRIC ARC FACILITATES DIAMOND CUTTING 


According to a recent item published in the Technical 
News Bulletin of the National Bureau of Standards, 
Washington, D. C., it has been found that by producing 
a high-voltage arc at the point of contact between the 
diamond and the lap wheel, the cutting rate is materially 
increased for all orientations of the facet. 

The method universally employed for cutting plane 
surfaces or facets on diamonds has been to place the 
diamond in contact with a flat cast-iron lap, charged with 
diamond powder and rotated about 2000 revolutions a 
minute. As a general rule, cutting is most rapid ‘when 
the plane of-the facet is parallel to one of the crystal 
axes of the diamond and the direction of motion of the 
lap surface is parallel to one of the axes. - For other 
orientations, the cutting rate decreases until, on an octé 
hedron face, which is approximately at 35 degrees to all 
three axes, cutting is next to impossible. 

C. G. Peters, chief of the Bureau’s interferometry 
section, found that by connecting one of the secondary 
terminals of a 5000-volt transformer to the dop that 
holds the diamond, and the other to the rotating lap, 
when the 110-volt alternating current is applied to the 
primary coil of the transformer and the primary current 
is adjusted to about 0.5 ampere, a small blue are is 
formed at the contact of the diamond and the lap. 

This arc about doubles the cutting rate for the most 


favorable directions, and increases the rate about fout 


times for the least favorable directions on the cube and 
dodecahedron faces. The cutting rate on the octahedron 
faces is about the. same as that for the least favorable 
directions on the cube and dodecahedron faces. By ap 
plying the arc to a diamond saw, the sawing rate # 
greatly increased and the diamonds can be sawed regatt 
less of the orientation of the cut relative to the axes. 
The item states that a more complete description 
this method of cutting will be available later and JCck 
hopes to be able to pass this information on to the trade 


* as soon as it is available. 
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Though our knowledge of what to- 
morrow may bring is limited, we do 
know that many changes will take place. Transpor- 
tation, buildings, yes even rings may be entirely 
different from what we know now. 





But the one thing we, of Church, are sure of, is 
that the same quality of skill and workmanship will 
be present in all Church rings and jewelry. 








Even as our forebearers handed the pride of our 
craft to us, we will give it gladly to our craftsmen | . 
of the future. ? 





Manufacturing Jewelers 
336 MULBERRY ST. NEWARK 2, N. J. 
Member of 


American Gem Society 


GEMOLOGY 


Will Increase Your 
Post-war Salary or Profits 


Today over 1200 of your competitors either have scien- 
tific training in diamonds, colored stones, metals and 
silverware, or are obtaining it through the G.I.A.’s 
gemological mail courses. 


POST-WAR CUSTOMERS from today’s armed ser- 
vices and war industries will demand scien- 
tific explanations of merchandise qualities. 


POST-WAR MERCHANDISE will be sold by those 


with modern scientific knowledge of qualities. 


POST-WAR SALESMEN with scientific training 


will be even more in demand. 








FINE OPALS FOR 
FINE JEWELRY 


A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


Assure yourself of a permanent and lucrative 
place in the post-war jewelry business. Courses 
from $50 to $396. Payable cash, or $10 a month. 
College credits unnecessary. Write for informa- 


George T. Manning 
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The Gemological Institute of America 
(UNITED STATES AND CANADA) 


541 South Alexandria, Los Angeles 5, California 


The Opal Specialist 
22 West 48th Street, New York 19, N. Y. 
Telephone BR 9-7199 
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EVE 
ELGIN Qe 


American 
Warriors 


The simple story of the American watch 
industry — and of Hamilton, Waltham 
and Elgin particularly,—is one of clear- 
sighted vision and wholesome honesty in 
its dealing with the American public. 


The character of these firms is the em- 
bodiment of priceless quality and confi- 
dent workmanship resulting from precious 
achievement. 


Realizing that foreign costs, skills, 
craftsmen and materials were not com- 
parable to the country’s advancements, 
they have added to the knowledge 
gleaned through the ages, the unparal- 
leled energy and resourcefulness so typi- 
cal of American invention and produc- 
tion. 


To them, things American are things 
precious. Earnestly, wholeheartedly, they 
bent their entire production facilities to- 
ward the manufacture of precision instru- 
ments for the Armed Forces, to maintain 
supremacy in all fields for things truly 
American. We are proud of them. 
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Can You Help Me? 


My Display Problem I 





by VIRGINIA DIXON 


Readers’ questions about window and inside-store , 
will be answered in this department each month by Mis Vy, 
ginia Dixon, one of America’s topnotch display experts 
talents have been brought to @ focus on the jewelry % 
Miss Dixon is already well known to JC-K readers ay 
author of many stand-out articles on jewelry store « 


LEASE advise where we might be able to obf 
a heavy taffeta or cord-like material for use in, 
showcases. We want to cover a piece of cardboard « 
place one in the bottom of each case—L. J.S. 7 


Answer—Fabrics suitable for display cases such) 
you mention are very scarce in the market now, 
largest selection of display materials I have found ig 
Kaplan Textile and Products, Inc., 561 Fifth Aye 
New York 17, N. Y. I am not sure that they hg 
exactly the type of material you want, but if you wih 
to them for samples I am sure they can suggest sq 
thing suitable. 3 

You might also try James A. Cole Company, 85 
Fourth Avenue, New York, and Dazian’s, Inc., 222. 
Michigan Avenue, Chicago, but their fabric stocks 4 
rather limited now. 


HERE can I obtain display material for the set 
enth War Loan displays? Is there a display con 
test during this loan?—B. N. 


Answer—You can get various sizes of posters for 
the Seventh War Loan Drive directly from your local 
War Finance Committee. 

Pacific Exhibits Co. of Illinois, 466 W.* Superior 
Street, Chicago 10, IIl., are offering giant size repro 
ductions of the letter signed by the seven military lead- 
ers which is being used as the theme for this drive. They 
also have enlarged portraits of the seven generals whose 
signatures are shown on the letter. 

The Silvestri Art Manufacturing Co., 710 W. Wash 
ington Boulevard, Chicago 6, IIl., have enlarged fac- 
similes of $100 and $25 war bonds. 

There is no national window display contest in com 
nection with this drive. 


RE there any posters and similar material available 
for Father’s Day promotions as there is fot 
Mother’s Day?—F. L. J. ' 


Answer—There is an official poster and other mate- 
rial available in various size units for Father’s Day pro 
motions from the Father’s Day Council, 50 E. 42nd 
Street, New York 17, N. Y. There will be a special 
war bond promotion in connection with Father’s Day 
this year. 


E have recently expanded our costume jewelty 
department, but we have not es yet been able to 
develop satisfactory and suitable window display ideas 
for promoting it. Have you any suggestions? Should 
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ERA WATCH C° 1 


_C. RUEFLI-FLURY & C2 BIENNE 


“Era Watches on Time the World Over” 


ARTHUR BAUER CO., U. S. Representative 


48 West 48th Street, New York 19, N. Y. 








CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 
Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rebber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 
Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 
Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 

Casting Crucibles 


(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table,Pump, Metal & Rubber Plate, Glass Bell Jar) 
Stee] Flasks—Carbon & Stainless—Rubber Sprue Bases 
investments—(“Cristobalite”’ for Gold & Silver) 
(Saunders for Palladium) 
Waxee—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Fiasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 


95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 





JUST PUBLISHED 
THE DICTIONARY 
OF 


GEMS and GEMOLOGY 


By ROBERT M. SHIPLEY 


The most comprehensive glossary of gems in any lan- 
guage. Compiled by Robert M. Shipley, former jeweler; 
founder of the Gemological Institute of America, and 
The American Gem Society. 


Over 4,000 definitions of gems, gem minerals, 
gem varieties; synthetic, altered and imitation 
gem materials; trade grades of gems; styles 
and materials of cutting; Biblical and historical 
gems; popular and scientific trade terms used 
in grading, describing and advertising gems; 
special emphasis on incorrect or misleading 
terms. Definitions of gem minerals include 
chemical composition, crystallography, physical 
properties, sources. 


Cloth, 12 mo., 254 pages . $5.50 Postpaid 


The Gemological Institute of America 
United States and Canada 
A Non-Profit Educational Institution, Established 193! 
International Headquarters 


541 South Alexandria, Los Angeles 5, California 
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(Synthetic Corundum) 





.150 carats 


a 


Rods .070 in. to. 
125 in. diameter a” 


INDE man-made ruby is chemically 
L; and physically the same as natural 
ruby. It is uniformly high in quality 
and displays the warm rich colors char- 
acteristic of fine gem stones. LINDE ruby 
is now available in half-boules and may 
be obtained in any quantity. 

LINDE also supplies water-clear sap- 
phire in half-boules or in the new rod 
form. 

More complete information on LinDE 
ruby and sapphire will be sent on 
request. 


BUY UNITED STATES WAR 
BONDS AND STAMPS 

















costume jewelry be shown in the same window with go 
and diamond jewelry?—L. Y. S. 






Answer—Since costume jewelry is primarily a fagh | 
ion accessory, it should be displayed and promoted 
such and not in the same manner in which more p ecic 
jewelry is shown. 

Since it is desirable to suggest a large variety fx 
which selection can be made, more massed arrangements 
of costume jewelry can be shown than would be 
gested for’ diamonds, where the intrinsic value of e 
piece is important. But indiscriminate crowding ig no} 
necessary. Show sufficient pieces to suggest variety, but 
leave enough space around each piece so that it can he 
seen easily and individually, since the novelty and style | 
of the design is the chief selling point for this merchap. | 
dise. 

Stress the fashion angle in every possible way. Show 
fashion photographs and sketches in your windoy, 
framed, or in the open pages of fashion magazines. Use 
lengths of dress fabrics with pins and bracelets laid on 
them. Group pieces in harmonizing ensembles. Show 
them as gift suggestions for various occasions—bridge 
prizes, birthday gifts, and so forth. 

There is no objection to showing costume jewelry in 
the same window with more precious pieces if they are 
grouped separately and arranged quite differently. They 
should not be seattered among the gold and diamond 
pieces. 









JUSTIFY MERCHANDISE IN WINDOW SETTINGS 
(From page 154) 





prepare this article, laying down general principles : 
the display of jewelry and fine merchandise. I believe} 
the most important thing is a genuine respect for 
merchandise we are to display. As I have said before 
and I feel I cannot stress it too much—our merchandi 
is a luxury and should be displayed as such. Diamon« 
aré everlasting; they are the proudest gift a man 
make to the woman of his choice; sterling silver pieces 
are potential heirlooms; fine giftwares will always be) 
cherished in every gracious home. These are accepted 
facts and should always be stressed in the display, ham 
dling and sale of your merchandise. 
Each store will undoubtedly have different problems 
as to size of windows and amount of display space but P 
feel sure they can all draw from basic principal. We, @ 
Hess-Culbertson, are very window-conscious, and the 
cooperation between our store buyers and the display 
department has made possible many successful windows | 
Although our merchandise is not seasonal in the sat 
senses as ready-to-wear clothing, for example, we still 
inject seasonal touches into our’ displays. Howeve 
these should only appear as atmosphere and shou 
never in any way overshadow or detract from the met 
chandise, as it then would defeat its purpose. Also, 
vantage should be taken of, and displays built arow 
such events as Christmas, Valentine’s Day, Mother 
Day, etc. Often, the man hurrying by on his way tof 
office, is reminded of this particular day by your displ 
and at the same time is shown a gift that will be suitab 
for this particular. occasion, thus stimulating busif 
that might otherwise pass us by. To me, these displays} 
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THE JAY KEL 
CRUSADERS 


“Gift-of-the-month”* for June 

Ready for IMMEDIATE DELIVERY 
Heavy cast models in gold-plated 

sterling silver, set with imported ruby 

and sapphire colored rhinestones. 

King Arthur’s Mace—K 5407—$120 doz. 
Earrings to match—K5586—$63 doz. 
Moorish Scimitar—K 5535—$144 doz, 
Earrings to match—K5569—$66 doz. 


Wire your requirements 


JAY KEL 


JEWELRY CO. 


307 Fifth Ave. New York 16 
Chicago: 36 South State St. 
* Reg. Pending 





BEST SELLING GIFT PEARLS, All boxed (Simulated) 


202/1. 17” single strand, graduated. Super quality, lus- 
trous,. finest rhinestone-set, sterling silver clasp... .$60 doz. 
202/2. Two-strand, as above 

202/3. Three-strand, as above Le 
204/1. Jay Kel ‘‘Oriental Replicas’’—the finest quality in 
pearl reproductions. 18 inch, single strand graduated, all 
perfectly matched, lustrous quality. Expertly strung, hand 
knotted. 10K white gold clasp. In satin lined velvet gift 
box. $225 doz. 
213/1. 18” single strand, graduated, exceptionally fine, 
knotted in-between. Sterling rhinestone clasp. ....$72 dos. 








FIBRE TELESCOPES 


for Jewelry Salesmen 
HOLD REGULATION SIZE SAMPLE CASE TRAYS 








THE NEWEST > ms No. 2338—Made of hard, black, long-wearing fibre. 

- Strong leather handle and leather.strap. Stocked in 

A / T ' _ : 12”, 15” and 18” depths. Can be telescoped higher. 

12”—7.50 each 15”—7.75 each 18”—8.25 each 
ON THE CHARM Plus 20% Excise Tax 


PARADE! PLAIN TRAYS FOR TELESCOPES 
~ No. 2205—Soft bottom tray, covered imit. leather. 
: 1%” deep—4.00 doz. 1” deep—5.00 doz. 
%” deep—4.50 doz. 1%” deep—6.00 doz. 


No. 2?206—Hard bottom tray, covered imit. leather. 
%,” deep—3.50 doz. 1” deep—4.50 doz. 
%” deep—4.00 doz. 1%” deep—5.50 doz. 
No Tax on Plain Trays—Tray size 1434x8% overall. 


HARD BOTTOM TRAY WITH FLAP 
No. 725—Tray and outside of flap covered black 
imit. leather. Flap lined with black sateen. 

14” deep—.90 each 1” deep—1.00 each 
%” deep—.95 each 1%” deep—1.25 each 
Plus 20% Excise Tax—Tray size 1434x8% overall. 
ALL PRICES F.O.B. PROVIDENCE, R. |. 


RUECKERT MFG. CO. 


69 SPRAGUE STREET, PROVIDENCE 7, R. I. 
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tying up to special occasions serve still another purpose 
as they allow “romancing” of otherwise generally staid 
windows and give a fresh, crisp and colorful change to 
your windows. 

I recall one window in particular where the merchan- 
dise was so beautiful in itself that to put anything at all 
in the way of background or “props” would only have 
detracted from it. This was a window of exquisitely fine 
china birds and flowers by Dorothy Doughty of En- 
gland. It called for only the richest of settings, which 
was obtained simply by the use of black velvet display- 
ers and backdrop. Needless to say, it made an extremely 
striking window. In analyzing this particular display, 
we know that the craftsmanship and beauty of these 
pieces demanded respect; the price ceftainly demanded 
respect (one pair of the birds retailed for $425) ; so why 
shouldn’t that respect be carried into the setting? I am 
pleased to say that this window sold its merchandise, 
which is, after all, our ultimate goal. If it had not been 
properly handled and displayed, it is questionable as to 
whether or not this merchandise would have fared so 
successfully. 

Velvets, because of their soft, rich texture, have long 
been the “old standby’. for displaying jewelry; color 
and color combinations play an important role in your 
displays and should be chosen wisely. They must always 
complement the merchandise and be in harmony with it. 
Our displays carry out the same color combinations in 
all windows, so that even when one is approaching the 
store from a distance, the over-all effect is a pleasing 


7 
and compelling one. I have seen jewelry displays wi 
ring pads in.as many as five or six different colors j 
used in one window. This is a confusing and distragt 
picture for the window shopper—your prosp ti 


customer. 


OVERCROWDING CHEAPENS WINDOWS 


Overcrowding of merchandise in windows is also @ 
fusing and tends to cheapen it. Strive for windows § 
are pleasing to the eye and be assured that the regy 
will be quite gratifying. Complete sets of harmoni 
jewelry pads are available and should be the base] 
every jewelry display. Several sets of pads are ad 
able so that seasonal changes can be made and differ 
color schemes used. The best results from fixtures | 
displayers can be obtained when they are designed 
built specifically for your windows by a good d 
manufacturer. 

We have found it helpful to use permanent f 
which can be used over and over again. A good e 
can be seen in the accompanying photographs of 
recent Valentine Day promotion. These frames ind 
vidualize each display and literally make our store-f; 
a “sidewalk art gallery,” with ever-changing mercha 
dise pictures to be viewed by the passerby. . 

There are rich harvests to be reaped in the way_ 
increased volumes of business from good display, 
with the proverbial bread cast upon the waters, it 
come back to you a thousandfold. 
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PRICES KEYSTONE. 
Write or Wire for Memorandum Seiection. 
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C-110 - Gold Dia. Watch & 
2 Band $430 
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Marquise Dia. Ring, > 4 
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sct., 2 bag. $1, 00 a ‘ yt 
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C-112 - Dia. Ruby Cocktail 
Ring $300 : sg 
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C-113 - Marquise Dia. Ring, 
1.01 ct., 2 bag. $1,000 
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C-114 - Marquise Dia. Ring, — * 
.60 ct. $550 i . 
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c-115 - Dia. Gypsy Ring, 
1.37 ct. $1,100 
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C-116 - Dia. Gold Wed. Ring, sf é 
12 dias. $250 _ 
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C-117 - Dia. & Ruby Gold Wed. , . 
Ring, 15 dia., 15 rubies $600 j dl 


BCs J 2 C-121 - Dia. & Ruby Cocktail 
im be Watch $1,350 
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Wed. Ring, plat., 
lias. $1,100 

vy C-119 - Em. Cut Dio. Men's 

¥ Ring, 2 em. cuts, .80 ct. $400 


0. pecr shape Ring 
$700 
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C-126 - Dia. Men's Ring, 3 ct. 
$1,200 





C-127 - Dia. Sol., .78 ct., 
plat. $700 
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C-128 - Dia. Sol., .90 ct., 


plat. $1,000 C-129 - Dia. Sol., .62 ct., 


plat. $400 
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DIAMOND MERCHANTS 


Wholesale Jewelers 
728 SANSOM STREET 


PHILADELPHIA, PA. 
Phone: Walnut 1248-9 








Medals: Jewelry 


OR nearly four years now, the jewelry industry has 

been cultivating a mass inferiority complex which 
would give a conscientious psychologist much to worry 
about. Cause of the complex is the widespread notion 
that there is something vaguely shameful about the pro- 
duction of beautiful things during wartime. In spite of 
the fact that a good part of the industry has been turned 
over to the production of implements of war, there is 
still a feeling of self-consciousness in face of the over- 
whelming sacrifices of so many people. Of late, how- 
ever, impressive evidence has been compiled by the Jew- 
elers’ Vigilance Committee to show that the industry 
was quick*to convert to war work and that the chronom- 
eters, diamond dies, shell cases, radar parts, and other 
war products, it has turned out are playing a big part in 
shertening the war—victoriously. Now comes further 
proof of the industry’s contribution toward the 
morale of our fighting men. It is the praise given by 
high army officials for the work being done by the pro- 
ducers of medals and decorations. In beauty and work- 
manship so close to jewelry the medals bring together 
the twin interests of the industry—winning the war and 
producing articles of lasting beauty. 

Lt. Col, William A. Peterson, in an interview at the 
Philadelphia Quartermaster Depot which supplies the 
entire army with medals and decorations, told JewEiers’ 
Crrcutar-Keystone that the conversion by ordinary 
manufacturers of jewelry to war work had been accom- 
plished far more satisfactorily than anyone had dared 

(Please turn to page 198) 
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in Battle Dress 





Final step is placing 
the medals im their 
individual box, This 
woman has before her 
from left to right, 
the Legion of Merit, 
Commander, the Legion 
of Merit, the  Distin. 
guished Service 


the Distinguished Fy |i 
ing Cross, the ra | 
Heart and Air 





The industry comes through on a tough 
assignment with the production of the 
greatest number of medals in history. 












by RENEE FORBES 

























Busy women workers at the Philadelphia Quartermaster Depot | 
assemble the medals for distribution to our fighting men. | 
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Mexiean J ewelry is Different 


At least it should he, for the fact thy 
it doesn’t look like standard American. 
made goods is its strongest sales apregj 






by MABEL F. KNIGHT 


Representative of what tourists buy in Mexico 
are these handmade silver items. The four 
upper pieces are silver pins with the popular 
sleeping peon motif; a silver sombrero with 
attached charms, and a silver bracelet with 
cowboy accessory charms with either a heavy 
wrist band or a light chain as is shown here. 


























Right: Three popular brooch pins 
in sterling. The two designs on 
left are Aztec; the other an owl. 


Epitor’s Nore: Miss Knight is an American news- 

paper woman who has been in Mexico for the past sev- 

eral months observing American visitors to that country the question of finding and establishing new sources, of 

with particular attention to what they do and what they evaluating the sales possibilities of a type of goods that 

buy to take or send back home. Her notes on Mexican ig new to both the merchant and his customers, and of 

silver jewelry, presented below, should prove a helpful selecting the styles and items that will have the strongest 

guide to the jeweler in the United States who is handling appeal to the American customer. 

or may be thinking of handling this class of goods. Perhaps the best guide to these latter points is to be 

found in a study of what American tourists buy whet 

HE silver jewelry that has been coming out of they visit Mexico where they have every conceivable type 
Mexico in the past couple of years is both a help of Mexican made jewelry to choose from. 


and a problem to the American jeweler. A help, because According to the observation of your roving reporter? 
it provides an additional supply of merchandise at a time —confirmed by talks with numerous Mexican shopkeep 
when merchandise is scarce—a problem, because it poses (Please turn to page 202) 
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PEARLS—THE BIRTHSTONE FOR JUNE 


(From page 156) 


story, published at least once each year by the news- 

pers of any coastal city, of the discovery of a valu- 
sble pearl by someone (usually, for unexplained reasons, 
a policeman) in the course of downing half a dozen 
oysters on the half shell. The lining of the shell of the 
common edible oyster has little luster to warrant a high 
valuation on a dull cream-colored to purplish bit of round 
nacre found loose in the body of the oyster. On the 
other hand, pink pearls from conch shells are not unat- 
tractive, though, since they do not have the iridescence 
characteristic of a fine pearl, they have little true value. 


Valuable pearls come principally from two major 
types of pelecypods, the fresh water clam, or mussel as it 
ig more properly called, and the Margaritifera oyster. 
Fresh water pearls have been known for many years, the 
Romans got them from the fresh waters of European 
rivers and an English pearl is said to be among the 
Crown Regalia. A very fine large 93 grain pearl was 
found in New Jersey and eventually found its way to 
Europe where it has become known as the Empress 
Eugenie’s pearl. Even today fresh water pearls are 
found in the waters of mid-western rivers, and their pale 
pink color and soft luster make them valuable gems. 

From the gem dealers’ standpoint, however, it is the 
salt water pearls of the mollusc known as the pearl 
oyster that are the important ones. They come from 
warm seas all over the world, but the most important in 





the trade are those of the Persian Gulf and the South 
Pacific. Experts differentiate different types of pearls 
from different species of the genus Margaritifera and 
feel that they can tell by the appearance the pearls from 
different areas. The large Margaritifera species char- 
acteristic of the north coast of Australia is valued mainly 
for its shell and the pearls are said to be somewhat 
incidental. The shell of subvarieties of this species 
varies a little from place to place and as a result the 
pearls differ slightly in hue. Since pearls will also vary 
in color depending upon the part of the animal in which 
they grow, we naturally may find quite a range of tints. 

The structure of the pearl is responsible for its iri- 
descence. The calcium carbonate, of which it is com- 
posed, is deposited in successive layers of infinite thin- 
ness around a center of irritation. Since the microscopic 
crystals of each band are naturally transparent, the 
opacity of a pearl is caused by the breaking up of the 
light in going from one layer to the next, just as a snow- 
bank is opaque, even though it is composed of that very 
transparent substance, ice. In passing through these 
thin but definitely arranged layers, we find the light be- 
ing broken up to return the iridescent colors of which 
the incident white light is composed, just as we see it 
on so much larger a scale in an opal, or when oil spreads 
in a thin film on water. Any imperfection in the structure 
of the layers, or any breakdown in the fineness of the 
individual crystals will destroy some of the sheen of a 
fine pearl. A pearl is built up of so many layers of fine 
crystals mixed with an organic horny substance known 

(Please turn to page 196) 
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Silver Theatre is back! Beginning June 17th, Silver Thea- 
tre, one of America’s favorite dramatic radio shows, will be back on the 
air, for the summer. Tune in—hear Conrad Nagel as master of ceremo- 
nies—plus Hollywood’s stars in original radio dramas, Sundays, 6:00 
P.M., E.W.T., Columbia Broadcasting System. 
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Merchandise is grouped for 
efficient selling with re- 
lated pieces being shown 
together to stimulate de- 
sire for complete outfits. 


Customer Convenience Planned This Store 


Newly-remodeled J. A. Gerber Jewelry 


Ce. Stere is laid out te save time and 


treuble for customer and salesperson. 


by ETHEL CORBETT PITKIN 


LANNING a store remodeling is not something to 

be undertaken on a hit or miss basis. It should be 
for a definite and specific purpose, and every feature of 
the new store should be decided upon with that funda- 
mental purpose always in mind. 

That was the principle which the J. A. Gerber Jewelry 
Co., St. Paul, Minn., followed in the recent remodeling 
of its establishment, and the results confirm the sound- 
ness of the idea. Gerber’s primary purpose was to pro- 
vide the maximum of customer comfort and convenience, 
and every element of the new layout was considered in 
the light of whether it would contribute to the desired 
end. 

Thus the store has been deepened to provide more 
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Billfolds are shown in narrow 
tier shelves so that customers 
can easily make their selection. 


commodious shopping space, stock has been rearranged 


to bring related lines closer together, and a new balcony 


has been added with a private room to which customers 

who are making valuable purchases and wish to compat 

a number of articles away from the general traffic of tht 

store may be taken. 7 
(Please turn to page 202) 
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fe By The Wiliam Grundy English 
ar Coffee Pot, 1767, (Courtesy, 
Museum of Fine Arts, Boston). 


The boy out there and the girl back here — they may be atyighinteinos 24 bit pach 


Hoceans apart today, but they’re heart-to-heart about that 


Thome of theirs for tomorrow. They represent the biggest Up. y ; Re 


group of new home-makers America’s ever known. 


New-day gadgets? Super-streamlining? In the kitchen Recartunive the timeless beauty of such 18th 
; century masterpieces as the Gru coffee pot, 


} and the basement, perhaps, but where this couple will do Meadow Rose ia  katclptece in Moca GUL 
their living, they’re planning on the things that have Only true artists in silver could adapt to modern 
ha made life most beautiful . . . the lovely, traditional ie depth of Gale Sitio af dock Peg 


|} possessions they’ve always wanted. | finish, Watson craftsmen pay their sincerest 
tribute to this famous master silversmith. 


That’s Watson’s message to these millions of new home- For the woman of exacting taste in sterling, 
ics ° . . her jeweler offers an enchanting choice of pat- 
4 planners, modern silver with the beauty of old master feranin “Medics Sven cam ue eaee aa 
“pieces”: All through this year of decision, Watson will — ~ Masterpieces.” ‘The Watson Company, 1465 
“}continue sending these market-making messages to your Watson Fark, Attleborg, Mamachusetts. 
most important post-war customers ... the *22 million 
Preaders of LIFE magazine. 


Watson is making every effort to keep up your stock 

fof popular patterns. And the allotment plan of handling 

orders is doing a fair, square job for every dealer. The 
Watson Company, 865 Watson Park, Attleboro, Mass. 








"Although 3,754,346 copies of LIFE are sold each week, it is estimated = =—S gestae vn ws Uc sececes a Ge. 
that each issue is read by 22,000,000 people. oe See nee 


This Watson —- 


advertisement appears 
the poe 4th issue of 
LIFE 


PUODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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. She Likes Em Tough! 


The rougher they leok, the better 


their credit, is unorthodox formula 


$ 


used by this woman manager of 


Rogers Credit Jewelers, Indiana, Pa. 


by BOB CORRIGAN 


HO says women don’t belong in executive jobs? 

Consider, for instance, Miss Rose Kirschbaum 
who is the experienced and capable manager of Rogers 
Credit Jewelers, in Indiana, Pa. Her credit rating sys- 
tem, which works to her satisfaction, might seem to be 
a little unorthodox but her methods are tested by time 
amd have proven effective in actual use. Her system 
might appear to fit a large and aggressive person better 
than one,as unassuming as Miss Kirschbaum, but she 
stands by it. 

“Anyone who comes into the store with a good, rough 
look about him,” she says, “like a miner or workman or 
farmer, will do all right for a credit line with us on any 
reasonable kind of a story. But if they come in all 
dressed up and overly-poised and impressive, that calls 
for a lot more investigation.” 

We all have our weaknesses, in Miss Kirschbaum’s esti- 
mation, but tolier, the signs of hard work indicate bet- 
ter pay prospects than the usual tokens of solvency. 
Thus, the customer who is all decked out to kill, says 
she, may be just the type who has it in mind to make 
a killing. If not, and if he’s as really prosperous as he 
tries to appear, why doesn’t he put out the cash for his 
taste in jewelry? 

Miss Kirschbaum does not depend a great deal on 
. the usual credit references, or care particularly for the 
average report of a credit investigation. She does not 
stock up with the miscellaneous non-jewelry merchan- 
dise, either, to encourage a large volume of casual trade, 
but sticks closely to whatever items of true jewelry are 
available. The current average credit account balance 
is about $50., which is somewhat! below normal. 

The store’s accounts used to average around $90. per 
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Rose Kirschbaum, manager 
Credit Jewelers, at Indiana,’ 


customer but with few watches to sell and the biggg 
share of the diamond business gone elsewhere to whi 
ever region it is which provides the jewelers with 
concentration of war workers and service men, Roget 
has to count on smaller unit sales for the time bei 
The large volume of money in circulation at preset 
however, naturally results in a much greater proport 
of cash business. In the good trading area reaching 
in a radius of about 25 miles around Indiana, Pa.,1 
cash sales as of today are running about fifty-fifty w 
credit. 
Miss Kirschbaum sticks to a ten-dollar minimum 
new charge accounts, although of course, she modi 
that to suit old customers of long standing. With? 
Remington-Rand. system of bookkeeping and mon 
statements for good accounts, plus a series of followa 
letters for occasional delinquents, her establishment ge 
its payments in without too much trouble. Someti 
the sheriff calls on reluctant debtors with. satisfact 
results, and sometimes a dead balance goes into 
P and L account. A few bad risks must be taken & 
granted in any business setup, but here they run fi 
per cent or less, which is about normal for the aggress 
installment jeweler. 

The Rogers store uses syndicate mats and local ne 
paper advertising, but just now it is continuing the pu 
licity program more ftom force of habit than with af 
special desire to stimulate buying. The fact of the mat 
ter is that today when any merchandise on quota comes}, 
into the management’s hands it is picked up by the! 

(Please turn to page 206) 
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PEARLS—THE BIRTHSTONE FOR JUNE 
(From page 191) 


as conchiolin, that it is rare indeed that a pearl attains 
large size without some accident in shape or regularity 
to mar its perfection. In the oyster and for some years 
afterward the conchiolin retains its strength and struc- 
ture and the pearl continues to look fine, but after a time 
the conchiolin may begin to disintegrate and the pearl 
then loses its luster. 

The color of pearls is explained in part by the presence 
of greater or less quantities of conchiolin, when the 
color is merely a darkening. However, there are many 
other tints, bronze, or pink or yellow which are thought 
by some to be the result of impurities in the water, chemi- 
cal contaminations which are included in the tiny crystals 
giving them a delicate tint. Experts claim that pearls 
from the Persian Gulf are creamy, while those from 
Ceylon are paler whites, Australian are white to silvery 
white; those of the West Indies rose red, with wavy 
white lines; Indian pearls (from Ceylon) are a faint rosy 
tint; while Panama’s are golden brown and Japanese are 
white. 

The development of the culture pearl by the Japanese 
has had a great influence upon the pearl market. At 
first it was difficult to tell them, some dealers claimed 
that they could sense the difference or that they could 
tell one from the other by the feel between their teeth, 
but the skeptical public has always very properly felt 
that something more reliable than such occult testing 
would be desirable. Fortunately, today we have instru- 
ments which permit positive distinctions to be made be- 
tween the two, so the owner of a pearl necklace may 
have the same.confidence in its verity as the owner of a 
fine ruby. There will always be those who prefer the 
genuine to a man-made substitute, however fine that 
substitute may be. We should not minimize the achieve- 
ment of the Japanese in culturing pearls artificially, it 
is a delicate operation requiring great care and patience 
and it is a great advance over the earlier productions of 
the Chinese who started pearl culture long before the 
Japs brought it to its recent perfection. 

Those who have an especial interest in pearls: should 
consult “The Book of the Pearl,’ by G. F. Kunz and 
C. H. Stevenson for a detailed account of the many 
aspects of pearl fishing and pearl lore. 





YOUR OVERSEAS CUSTOMERS WANT SERVICE 
(From page 158) 


ever, is of poor quality and most of it is purchased under 
gross misrepresentations. Colored glass is sold as gen- 
uine pink sapphire, imitation glass pearls as genuine, 
and moonstone as precious stones. You've probably seen 
some of it; perhaps brought in by a customer for re- 
mounting or repair, after having fallen apart because of 
shoddy workmanship. 

This sort of black market operation might be com- 
batted by offering honest goods at fair prices, through 
the Army Post Exchanges and Navy Ship’s Service 
Stores, but usually this is not practical. 

Many units must travel with as little baggage as pos- 
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- sible, and their PX’s therefore can carry only 











essential items as tooth paste, shaving soap, rf, 
blades and sunglasses, and must omit even such 
as candy and cigars, to say nothing of jewelry 4 
gifts. In addition to the calls for jewelry as gifts 
be sent back to friends and relatives, there is a des 
among many of the men to buy worthwhile jew 
be kept in safe deposit boxes or sent home for 
keeping. One officer at our station, for instance, p 
suaded many of the other officers that prices of gems, 
comparison with prices of other goods and sé 
would be relatively well-maintained and that moy 
invested therein would be disposed of soundly. Wheth 
that theory is sound or fallacious, purchase orders ag 
large money orders were sent back to retailers in 
United States as a result. 

An advertisement of Plumb’s Jewelry Store in a ty 
month-old Des Moines, Iowa, newspaper, told of a st 
sapphire ring, with two diamonds, for $330. Back wer 
$330 for the ring. A copy of the New Yorker Maga 
gine, with a Tiffany’s advertisement of a diamond brace || . 
let, resulted in its purchase. And those examples could S 
be multiplied many times. a 
































































































ENGAGEMENT RING IN MOST DEMAND. 


The one item in most demand, but unobtainable over- 
seas, is a diamond engagement ring, usually of about 
one-third or one-half carat size. Hazards of combat 
and prolonged absence from the girl back home are con- 
ducive to a desire to settle down and become married 
on the first furlough. Meanwhile they want to send the 
girl a “For Me Only” signal for her engagement finger, 
So they send back the money to the girl or to a mother, 
with a request to purchase a ring. But they’d much 
rather buy the stone themselves directly from a reliable 
jeweler to be sent directly to the girl with an appro 
priate card attached. 

How can this overseas business be obtained? 

First: One line added to your newspaper or magazin 
advertisement to the effect that, “Orders from servi 
men overseas will be delivered to purchaser, or in gi 
packages with gift card, to designated recipient.” Yout 
be surprised how many “home town” newspapers af 
received overseas and read from stem to stern not onl 
by the subscriber but also by his co-workers. 

Second: Insert an advertisement in one of the se 
publications or in the general publications of wide cit 
culation among men overseas. 

Such an advertisement might, for instance, explain 
establishment of a new department to handle ordef 
from men overseas, picture and price the articles. mn 
premium might be offered with orders from A.P.O. 6 
F.P.O. addresses. 

Third: As was described in the April, 1945, issue ¢ 
Jewevters’ Circutar-Kerystone, attract servicemen 
business by promotional stunts. 

Fourth: Establish a guarantee for overseas purchase 
Point out, for instance, that articles returned in good 
condition within a month after return of the servicemal 
from overseas may be exchanged for any other article of 
the same value, or be credited toward purchase of 4 
more expensive article. Few men will take advantage 
of this, but those who do will be introduced favorably 
to your store. 
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A wide variety of new styles in 
pins, earrings, bracelets and 
charms will be shown. A new 


line of pins, earrings and brace- 
lets in 10 Karat Gold and Sterl- 
ing Silver nationally advertised 
in Red Book, Cosmopolitan, 
Mademoiselle, Glamour, Seven- 
teen, Modern Screen, Modern 


R. M. JORDAN & CO - 











Romances, Screen Romance, 
Movieland, Real Story, Real 
Romances. Millions of fashion- 
minded women consistently read 
about Jewelry by Jordan. ; 

Plan to place your orders for 
Jewelry by Jordan during June. 
The line will be open for a 
limited time only. 


377 FIFTH AVENUE 
NEW YORK 16, N.Y. 


36 S. State St.,Chicago + 607 S. Hill St.,Los Angeles * 1009 Commerce St.,Dallas 
Factory: 17 CUSTOM HOUSE ST., PROVIDENCE 3, R. 1. 


Ahead of the line... ali of the time 


Ss. 


Ve Li | | 





Try these methods. They will increase your volume 
of business. But more important, you will be perform- 
ing a service to the men of the Armed Forces. That is 
why this article is written. I know from my own per- 
sonal observation what the men want. The “supply” 
should be increased. The “demand” is, and will continue, 
to be heavy. 

[Ed. In accordance with Navy regulations, Lt. Treimer 
wishes to make it clear that the assertions made in this article 


are his personal opinions and are not to be construed as of- 
ficial or reflecting the views of the Navy Department.] 


MEDALS: JEWELS IN BATTLE DRESS 
(From page 186) 


expect. ‘Manufacturers faced with what seemed like 
insurmountable obstacles went right ahead and achieved 
the impossible,” he said. As a result, more medals are 
in the possession of the Army today than ever before 
in the nation’s history. The Army is not, fond of giving 
dollar-and-cents facts to the world, but J C-K learned 
that the value of contracts recently placed is over 12 
million dollars. This covers only medals and decora- 
tions, not insignia, and refers to goods now on order. 
As.an example of day by day accomplishments, 20,000 
Good Conduct Medals are manufactured every 24 hours. 
Naturally, this figure is considerably higher than the 
figure for most of the other decorations, since this par- 
ticular medal goes to the largest number of men. 
Forty-two contractors, large and small, are now turn- 
ing out the decorations considered to be foremost among 


morale factors.. Close to 90 per cent of the entire, 
put of the larger specialists in medals goes direct tg 
Army.. Problems have beset both manufacturers , 
military since the beginning of the war; problems" 
materials, of manpower, and of technique. In the 
place, never before had sueh demands been placed, 
the small medal-making industry. Actually, only 
handful of manufacturers had specialized in the j 
duction of medals and decorations. Companies wht 
work had not been even remotely related to this art we 
called upon to take over the work, and by easy st 
more and more firms were drawn into producti 
Eighteen months ago, early in 1944, when the ¥ 
machine started rolling in earnest, the Army’s ne 
jumped high. Problems which before had been irksg 
now became momentous. With the progress of the w 
labor and materials became scarce while the Arm 
needs grew by leaps and bounds. Tighter and ee 
controls were put on manpower, and the jewelry j 
dustry, as every jeweler knows, was left out in the nom 
essential cold. Try though they did, the Army coul 
get no special allowances for their suppliers of medal 
In. spite of all this, the jewelers managed to mi 
their quota month after month. Now, with one ph 
of the battle over, the problem is due to be eased & 
siderably, but memories of unprecedented orders, 
of labor, and shortages of special equipment still haw 
the firms concerned with this work. 
Army procurement officials are often asked why the 
don’t just hand their orders to the U. S. Mint, thi 
solving all their problems at one blow. The animal 
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_ GOLDEN. HUED DIRILYTE FLATWARE, BUTTER PLATES, 
” SALTS AND PEPPERS, COFFEE POT, SUGAR AND 


they have st lver, 


oe 


sell them 


Cotteh -hued~ 
Dirilyte 


Many people in your community have all the | 
silver they want. But after the war, you can | 
’ still sell them fine flatware — brilliant, golden- 7 
hued Dirilyte. Everyone is becoming inter- ] 
_ ested in this colortul, glamorous metal. Our | 
‘uninterrupted consumer advertising is win- 4% 
ning tremendous response. Our color booklet / | 
is spreading a new concept of table-setting. 7 


The price of Dirilyte — no higher than that of good plate — makes it easy to sell as an additional service. 

The beauty and quality of Dirilyte, and the fact that it is solid, not plated, make it easy to sell as a major — 
a e. iti is pihe only. flatware that harmonises with gold-decorated china and crystal. Our postwar dis- a 
\ eri dines stores is now 2 oe Write for further information, and for 4 


ra 


HICAN ART. ere ‘"INC.; KOKOMO, IND. 


New York Office: Suite 507, 1 West 34th St. - 


Dirilyte Reg. U: S. Pat. Off. 
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HOUSE BRAUTIFUL 


erg 


ue Series of Research (antes. 
ety Determine 


pal iweics st TO ww 








Rasxive how America wants to live after the war is the most valuable information that American 
Industry needs right now. 


: For if we know what America wants now, then we can project what they can be made to want 
4 in the future. If we can get the dimensions of America’s desires we will have the key to the design- 
a ing and merchandising questions of manufacturer, builder, and retailer. 


Beginning in the June issue, House Beautiful starts a series of research editorials. We present 
a room, embodying post-war innovations, describe it in non-eading language, and ask the readers 
to compete to win the furnishings. To win they must tell what they think of the room, whether 
they would want to live in it themselves. 


a a ek 
eechen Fan 


a Get a copy of House Beautiful’s June issue. See for yourself just what this new program will 
| uncover—in terms of information you warit. You’ll also see why House Beautiful’s editorial policy 
is regarded as so sound — from the reader and the advertiser point of view. 







Gh. Hf Come, 


HOUSE BEAUTIFUL 
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Are your glasses 
vose~colored 7 


EN who've studied the ap- 
M pliance field say there’s 
a postwar need for 414 million 
toasters alone. That may look 
like a pretty rosy future. 


But let’s take off the rose- 
colored glasses. When this de- 
mand has been met—which ex- 
perts estimate will take only 
’ a little over a year—how is 
your business going to look? 


Will the line you stock con- 
tinue to bring customers back 
again and again? Continue to 
win new friends through qual- 
ity performance? Customers 
not only for related items in 
the line, but prospects for 


other good products you sell? 


We believe you'll be able to 
look forward to such a busi- 
ness when you stock Manning- 
Bowman’s “Quality Quins”— 
like the popular Toaster-with- 
the-Tester—just one of a large 
family of famous M-B appli- 
ances. 

Manning-Bowman has 
meant best in homes since 
1857. Meant a hot line to deal- 
ers everywhere before the war. 


If you’re interested in build- 
ing up this kind of business, 
it will prove worth while to 
look at these facts—without 
rose-colored glasses. , 


Manning-Bowman 
Means Best 


MERIDEN, CONNECTICUT 


THE LINE THAT'S ALWAYSIN DEMAND 




















is a startling one. The Army could tie up the } 
from now until V-J day, using its every facility, 
less than 5 per cent of its requirements would be f 
filled. When you consider the fact that ene 
Navy medals are produced at the mint, you get sq 
idea of the extent of Army needs. While beset 
manpower problems, the procurement officers are g 
faced, even as you and I, with problems of metal shor 
ages. With an AAI priority, the manufacturers neve 
theless must wait two to three months for silver, an ” 
from four to five months for bronze. For a time, t 
silver situation became so acute that the Army found 
necessary to buy coin silver from the Mint. 
At the base of the medal problem is time. Given ¢ ) 
unlimited length of time, the manufacturers would p; 
ably have overcome all difficulties through experime 
and experience. Medals, however, cannot wait 
priority. Every moment that elapses between the 4d 
and the presentation of the medal, Brigadier Gener 
Roland Walsh, Commanding General of the Depo 
told us, means a diminution of its value to the soldie 
Likewise, an award on paper, followed three or fou 
months later by the medal itself, has lost much of if 
importance as a token of valor. The principle of d 
cipline and reward which is the cornerstone of milita 
procedure makes it imperative that the decoration am 
the deed be linked closely in the mind of the soldier 
Gen. Walsh believes that for the medal to do its beg 
work it should be awarded while the soldier is g 
at the front. And this is the reason crates of medali 
are shipped to commanding generals all over the world, 
Every medal from the Good Conduct to the Congres 
sional Medal of Honor is kept on hand at key supply 
bases. When these supplies run out, weeks may elap 
before more decorations come through to the base. 
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Since the last war, several new medals have been 
designed and struck. Among the latest are the Ameri- 
can Defense Medal, the Legion of Merit, the Air Medal, 
the Bronze Star and the Good Conduct Medal. The 
Purple Heart, earliest decoration, has only recently 
been re-established. A long and painstaking procedure 
must be gone through before a medal can become 4 
reality. The purpose and idea of the medals are arrived 
at by the top army officials, sometimes in conjunction 
with the President. The general idea is then presented 
to Arthur E. Du Bois, America’s leading authority on 
heraldry. Mr. Du Bois and his colleagues in the 
Heraldic Section of the Office of the Quartermaster 
General put their minds to the problem and invariably 
emerge with a decoration of unusual beauty, combining” 
traditional and modern designs. Outstanding example 
of this duality is the Distinguished Flying Cross which 
combines a four-blade propeller with the more tradi- 
tional devices of heraldry. After the design has been 
made it goes back for approval and is then sent to the” 
Philadelphia depot where contracts are let to the various 
jewelry firms which have met Army standards. 





It is at this point that the aforementioned produc- 
tion headaches begin. They have been fairly painful, 
but they have resulted in some fine work and high 
praise, and that is as much as one would desire in 4 
world at war. Every medal on the tunic of a gallant 


fighter today is refutation enough of the idea that the 
jewelry industry is 


“non-essential.” 
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'a| Right now, she’s a Sophie Kerr heroine... 





...catch her, Keepsake, 












he's riding high! 
“g snes riaing nign: 
tion 
nted 

on 
a de your type! She’s young and re- It lends wings to the imagination. It on the third finger of her left hand. 
ster | U Sponsive. She’s as alert as she is’ is meat and drink to the hunger that Speak up now, and match the mood i 
bl alluring—in a young, impulsive way. every woman knows for the beautiful of romance created by the Stories of i 
aD"Y | And at this moment she’s finding the things in life. Louis Bromfield, Katharine Brush, i 
= Grill of romance in the word paint- So catch her, Keepsake, while she’s Faith Baldwin and the other great i 
P|} ng by Sophie Kerr, one of the illus- _¢jjed with the magic of Sophie Kerr’s | motional writers in Cosmopolitan. =| 
hick} ttious company of authors whoregu- Writing. Show her those tender Keep- Emotion makes wars! Emotion 
adi- fj larly write for Cosmopolitan. sake ads. Start her looking towards § makes marriages! And Keepsake, ! 
een § Great writing makes great reading! | the day when a Genuine Registered’ | emotion makes sales! Tell her your 


the And great reading reaches the heart. Keepsake diamond will be sparkling message today! 
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Emotion makes Wars 


[losmopolitan | === 


Emotion makes Sales 








GREAT WRITING MAKES GREAT READING 
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MEXICAN JEWELRY IS DIFFERENT 
(From page 188) 


ers and silyersmiths—the items with the strongest appeal 
to Americans are those with a distinctively Mexican 
flavor. The tourist who buys a souvenir of Mexico wants 
it to look Mexican either in style or workmanship, or 
both. Pieces whose design is taken from the Aztec or the 
Mayan are highly popular, especially those with the 
heavy hand-hammered look that suggests the work of 
the native craftsman. A few typical examples are shown 
in one of the accompanying photographs. 

Also much in demand by visitors from north of the 
border are the brooches and pins depicting bits from the 
Mexican scene in the style of what art critics call the 

“primitive” school—such as the Indians asleep under a 
cactus, or the one leading the burro, at the top of the 
illustration. 

Another type of item that is favored is the bracelet 
with a group of Mexican cowboy charms like the one 
pictured below the pins just mentioned. Charms include 
a sombrere, a coiled riata, a miniature stirrup, and so 
on—all strictly Mexican in feeling. 

What all this seems to add up to is that the American 
jeweler who wants to handle Mexican silver jewelry as 
an additional line—and isn’t thinking only of finding a 
new source for some of the hard to get standard items 
he would ordinarily buy from American manufacturers— 
would do well to confine his selections to the character- 
istically Mexican items. The very fact that they don’t 


look like standard American-made goods is their strong: 
est sales appeal. 


CUSTOMER CONVENIENCE PLANNED THIS STORE 
(From page 192) 


New cases installed in the main store make possible _ 
close-up displays of a large amount of stock so that little 
handling is necessary, thus saving time for both clerks 
and customers. 

Step-ups in the wall cases bring each item to the at- 
tention of store visitors, individualizing it. Customers 
can easily run their eyes over the displays to find an item 
that interests. Frequently by the time they are waited 
on, they have their selection made or at least have nar- 
rowed their choice to two or three items. Sales service 
is further speeded by having wrapping facilities and 
space at both the front and the back of the store. 

- Another feature of the’new layout is a.children’s de- 
partment where all items which would be suitable for 
children are brought together. 

Each group of items—children’s watches, necklaces, 
rings, pins, bracelets, lockets, and clever gadget jewelry 
—is displayed in either wall or counter cases. The dis- 
play units are of various heights in counter cases to make 
displays which stand out distinctly and to give indi-’ 
viduality to each article. 

By means of this children’s section, adults are made 
conscious of children’s jewelry. A customer coming in 
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SISTER HOOKS 


For Neck Chains, Pearls, Tag Chains and Ladies’ 
— bracelets (smaller in size than {llus- 
on 


No. C317A—Sterling .............c00 $2.25 per doz. 


For Gents’ Identification — bracelet 

sfhestiogen acelets—same size as 
No, C3I7B—Sterling ...........00.00. $2.75 per doz. 
No. C414—y.g¢.f. on silver .........0.. $3.50 per doz 


PROTECTION RING 
GUARDS 


For ladies—in sizes | to 3 
White or Yellow 1/10-14Kt. 
G.F.—card of one dozen.$1.50 


White or yellow 14Kt. Solid 
gold—card of one dozen 4.50 





: SPRING RINGS 
Sterling silver—per dozen..............cecceee $1.50 
12/20th Yellow G.F. on silver—per dozen...... 2.00 


(When ordering state size desired) 


BABY RINGS —1@ KARAT GOLD 


No. C1541—Handsomely engraved in four dif- 
ferent styles, good weight...... $12.75 per doz. 


No. C1552—A BABY RING FOR EVERY 
MONTH. Each ring engraved with the name 
of the —_ from January through Pp 
GONE WD cnasecscccdnbeness $15.95 per doz. 








GEMEX BRACELETS 
alee ee —a 


10 KARAT GOLD 
wae in Yellow and White 


No. C2621—Not illustrated, heavier link, 
beautifully engraved, made in Yellow 
SE te Ns bo adv eccccstontaceieck $9.53 ea. 
No. C2563—Not illustrated, chain link 
bracelet, made in Yellow Gold only... .$9.53 ea. 


14 KARAT GOLD 


No. ©2224—Made in Yellow, Pink and 
WUNUESURET ook; sows Nicécdcce cea $5.19 ea. 





































ANKLET BRACELETS 









No. 4818—1 1/20—-12K¢. Y.G.F. on silver base 
per doz. $9.75 


No. 4819—Sterling Silver eeumsee Pe re per doz. 6.75 













BARRETTES 


Heavy sterling silver 
barrettes 

“$16.50 per doz: ~: 
Heavy 1/20 — 12 Kt. 
yellow gold filled on 


sterling barrettes 
$31.50 per doz. 















AMERICAN MADE IDENTIFICATION BRACELETS 


With Sister Hook Safety Clasps—Rectangular and Oval Plates 
Gents’—Sterling Silver—$3.50—$¢5.25—$5.75—$7.15 each 
Gents’—1/20-12kt. y.g.f. on sterling—$6.75—$7.88 each 
Ladies’—Sterling Silver—$1.35—$1.88 each 

Ladies’—y.g.f. on sterling—$3.00 each 
























WEDDING RING SETS—14 Karat Gold 


No. 2 — Men's — 
Style A—6 mm wide 
—plain—$9.35 ea. 


No. 3 = Ladies’ — 
Style A—6 mm wide 
—plain—$7.60 ea. 


No. 5 — Men’s — 
Style B— 3% mm 
wide—hand carved 
—$9.45 ea. 


No. 7 — Ladies’ — 
Style B—2% mm 
wide —hand carved 
— $5.85 ea. 
No. 1 — Men’s — 
Style C—3% mm 
wide—plain or mil- 
grained — $5.75 ea. 
No — Men’s — 
Style C— 4% mm wide—pigin or mil eanined $7.30 ea. 


No. 8—Ladies’—Style C—2144 mm wide—plain or mil- 
STOING . 5. oo 0: vt-54 se es a lei casdecstctotce $3.65 ea. 


These rings come in assorted sizes. 
















CENTRAL WATCH 
MATERIALS 
& SUPPLY COQO., INC. 


134 SOUTH 8th STREET 
PHILADELPHIA 7, PENNA. 


for one item, if she sees a large number of articles, is 
likely either to make an additional purchase immediately 
or carry away recollections of something to be purchased 
later. Other customers who may have come to the shop 
for adult jewelry purchases are made aware of the 
jewelry for children, and additional sales result. 

Gadget items, too, such as charms and novelties are 
excellent for bringing the younger people into the store, 
establishing contacts which often result in sales of much 
higher priced items later. Accordingly, while the store’s 
emphasis is on quality, it also stocks gadgets in large 
variety, for the youngsters are ever on the lookout for 
something different. Often a young person forms the 
habit of dropping in at Gerber’s frequently to look over 
gadget offerings. Then when some older member of the 
family wants a piece of quality jewelry, it is only natural 
for the young person to bring the older one to Gerber’s 
for the purchase. 

Grouping of merchandise for efficient selling—and to 
make sales by suggestion—is given particular attention. 
Related pieces, such as a matching set of bracelet, pin 
and earrings are shown together to stimulate desire for 
the complete outfit, although each is sold separately if 
the customer wishes. Some of these sets are shown to- 
gether on one tray. Others are placed on a small dis- 
play unit with no other jewelry with them. Still others 
are placed in groups on the floor of the case. 

Another line in which Gerber’s specializes is the birth- 
stone ring. One whole case in the central part of the 


i 
a , 


store is devoted to these rings. One half of the ail | 


is given over to rings for men, the other half to wome; 
rings. No children’s rings are shown in this case, _— 
The rings are displayed in trays, so arranged that 
of the rings of one month are together—one group f 
January, another for February and so on throughout 
months of the year. By thus bringing masses of o 
color together, opportunity is afforded for colorful dig 
plays. Service, too, is speeded up by this arrangement 
as customers do not have to look through a number @ 
rings to find the birth stone for the partieular month } 
which to remember. 
A raised display piece filled with colorful compact 
divides the women’s rings from the men’s. This adds fur 
ther interest to the display and results in many additiona 
sales. A man, purchasing a ring for a woman will f 
quently add one of the compacts to his gift. A womag 


making a purchase for a friend will often buy a com 


pact for herself. 

Gerber’s carries a good stock of fine leather items dis: 
playing them in a wall section of cases arranged in step 
ups in a series of nine. Billfolds, which are in great de 


mand, are placed flat against the back of a tier of narro} 

steps so that customers can see them we]l and compar 
size and kind. Arranged in this way, the billfolds she 

off well, standing out so prominently that customers cat 
not miss them. This display has the further advantage 
that it permits the goods to be seen without being soile 
from excessive handling. Memorandum books, carried 
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Sterling Silver 
MONEY CLIP 
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LABORATORY REPORT 


on the Watertightness of 


RACINE WATCHES 


RACINE WATCHES feature 


* 15 Jewel GALLET Movement 
* Nivarox Hair Springs and 
Glacidur Metal Balances 


JULES RACINE & COMPANY 


20 WEST 47th STREET, NEW YORK 19, N. Y. 








in a large variety of sizes and styles, are displayed int 7a 

same manner as the billfolds. 4 
Customer convenience—a store planned to save ty 

and trouble for both customer and salesperson—ths 

the theme song of Gerber’s highly practical remodelip 


SHE LIKES 'EM TOUGHI ; 
(From page 194) ’ | 


public about as fast as it can be displayed. It 
stops bouncing. 4 
Watches last about a week before they are all 
and Rogers has been practically out of stock since Iain 
. Christmas. The watch repair department keeps bug T 
but chiefly on adjustments for watch customers. T | 
4 


makes good exercise, but not a great deal of ‘profit, a 
needs no advertising. It is kept up for service, and a 
kind of advertising in itself, to keep the public e0 
ing in. 

About every kind of standard jewelry item av 
moves without pushing and for the supplementary lin 
Miss Kirschbaum never feels much urge to use § 
pressure of any sort. Her feeling is for Jowdled 
diamonds with their beautiful workmanship, 1 
value and enduring beauty. Maybe the stimulating to 
of the heavier price tag has an effect on her senses, $ 
and who would be surprised at that. "i 

The Kirschbaums are a jewelry family, and the 
in’ Indiana, Pa., is only one of their locations. 
have another jewelry business in Duquesne, just below 
Pittsburgh, where the situation is not too different, a 
the marketing of jewels is their natural way of life. T 
Indiana store serves a conservative territory that pi 
duces no booms but yields a very nice steady businé 
The manager reports that the coal miners are go 
risks, and that the farmers, well-established and 
dairies and nurseries to diversify their customary pi 
duce, are able to count on a pretty steady income. 1 
large teachers’ college which is one of the local i 
tutions of long standing, keeps up a good enroll 
and in. the experience of those who sell to them, | 
teachers are generally very good pay. : 

There seems, indeed, to be only one definite f ) 
the ointment of the Indiana store, and that has receniy 
been pinned down. It seems that a certain trucking ¢ 
cern with some kind of junction or transfer point neal 
has been the source of five or six credit accounts) 
the Rogers store, all of which turned out to be no go 

“You know, I have a headache every time I 
of those truckers,” Miss Kirschbaum declares with @& 
dent feeling. “Every one of them beat us and I belig® 
they must have ganged up and made a pool of their 
formation while doing it. There will be no more of t 
believe me. I wouldn’t give credit now to the presit 
of that line.” 7 

One of the crew is still on hand, coming into’ 
store to pay for a watch at the rate of two dollam 
week. That one, though, has a credit in reverse. WA 
the last two-dollar payment is made he will get? 
watch. ; 

No matter how these truck drivers’ looked, they 2 
have been slickers. Miss Kirschbaum prefers 
rough. 
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The Girl in the Ad on Page 191 


Meet pretty, star-eyed Virginia Cavanaugh, romantic inter- 
est in our newest International Sterling ad. 


Virginia, a Walter Thornton model, is seventeen ; gradu- 
ates this month from Parochial High School in New York 
City, where she is an honor student. 


When posing for the chin-tipped-up scene in this ad, she 
just pretended the gentleman in uniform was one of her fa- 
vorite service beaux. (An Army sergeant currently shares her 
heart with a Navy ensign. Virginia writes at least once a day 
to each of them.) 

An outdoor girl, who really could ole a bike no-hands in her 
early youth, Virginia recently took an indoor honor—Queen 
of the Roller-Skating Festival at Madison Square Garden. 








PLASTIC GIFTS 
ITING PAPERS 





WRITE FOR DETAILS 


KINGSLEY Gold Stamping Machine Co. > 


at, 
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GEMOLOGY LEXICON 


Dictionary of Gems and Gemology by Robert M. Shipley, 
Anna M. Beckley, Edward Wigglesworth and Robert M. 
Jr. 254 +XI pages 16 mo. $5.50 net. om 


VERY other author may aspire to praise, # 
lexicographer can only hope to escape repre 
says the foreword of the volume, quoting Dr. 
Johnson. In neither respect is the quotation strict} 
applicable. For, while the book is by no means immuy 
to criticism, neither is it unworthy of praise. 
The mere fact of undertaking to provide a compre: 
hensive glossary of the many abstruse terms used 
the field of gemology is in itself praiseworthy, 5 
there is an unquestionable need for a book in which st 
dents of that subject may find this information com 
veniently assembled in one place for easy referengg, 
But the author has not stopped with the mere assem 
bling of data already available even though scattered 
through many other books. Much original research hag 
been done and many new definitions have been added 
with the result that it is difficult to think of any g 
ological term which is not included. 4 
In fact, if the book errs at all on this point it is i 
the direction of prolixity. Perhaps through anxiety 
avoid any possibility of omissions, the author seems 
show a tendency toward over-completeness, such as th 
inclusion of many minor and insignificant variations ¢ 
some terms, a large number of ancient and foreign lan 
guage words, and a considerable quantity of things that 
are outside of the field of gems and gemology. . 
On the other hand, although the dictionary purport 
to list names and descriptions of “organizations, mi 
seums, laboratories and periodicals which are conce ned 
with gems,” almost none are included except those of 
the Gemological Institute of America of which the ai 
thor is director. Entirely omitted are such outstandin 
institutions as the American Museum of Natural Hi 
tory, The Smithsonian Institute, and the gemologicail 
courses of Professor Kerr of Columbia University, t 
name a few—all of which certainly belong in any sup 
posedly complete roster of gemological activities, 
However, these are details. In the main, the book 
a valuable addition to the literature of gemology. 


« 
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NEW SELLING IDEAS 


How to Develop Profitable Ideas, by Otto F. Reiss, 1.93 plus VI 
12 mo., illustrated, $3.00 net. Published by F’rentice-Hall, 
70 Fifth Ave., New York. 


ERE is literally a gold mine of suggestions fe 

advertising, sales and promotional te que! 

novel selling methods, product designing—in shor 

every angle that helps to move the goods from producet 
to consumer. 

Proprietors, advertising and sales executives aol 
manufacturers should find it a stimulus to fresh thinking 
and new approaches in the forthcoming postwar struggle 
for business. 

Recommended for reading and study by everyone wht 
has the responsibility of stimulating sales. 
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/NEW CHARMS IN CUBAN COIN SILVER= | | 
es : 7 of About 30 Styles. 


NANKING COMPANY ia ee 


423 Second Avenue’ * ~ New York 10, N. Y 
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New Giftwares 








This lovely rose center is one in a series of four appearin 
the laurel-embossed Regents Park shape in Theodore 

+ china. Others are the lilac, camellia, hydrangea. From Theo 
Haviland and Co., Inc., 26 West 23rd Street, New Y, 


These Audubon picture trays (10 subjects) topped with 
glass and framed in waxed pine or blush oak—24" by 20", ' le. 
retail $17.50. From Mary Rodney, 225 Fifth Ave., N. Y. “Marie Antoinette" | 


made in fine Ong 
china, and is a repy 
duction of an a 

figure. It is 9” tall on 
may be retailed for §% 
either hand-painted 
rose and turquoise, » 
in white traced in gold 
From Herman C. Ky 
per, Inc., 39 West 2in 
Street, New York if 


Something new—a console set in Goldscheider ceramics, 
hand-painted with flowers against a blue, green, or 
yellow background. From Everlast, 225 Fifth Ave., N. Y. 


Done by Eric Gort are 
these handsomely mod- 
eled bone china fig- 
ures of Chinese chil- 
dren, which may be re- 
tailed for $9 apiece. 
Gort, former Russian 
ceramic artist, is now 
producing in America. 
From Claude Sperling, 
225 Fifth Ave., N. Y. 








This group of cigarette boxes, candy boxes, and ash tray 
is in Bethwood Royal china, hand-painted with flowers and 
highlighted with coin gold. Available in Dresden 4 

decoration against a background of petal rose, soft blue, # 
antique finish. From Beth Weissman, 49 West 23rd St., N. Y. I@ 
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Cit ‘ of flawless beauty 


by tiffin 


united states glass company .- tiffin, ohio 


FOR JUNE, 1945 


...as seen regularly 


m 


House Beautiful 
and 


House & Garden 












New Giftwares 


Distinctively designed book-ends made of sheep-skin with decora- 
tive motifs fashioned of “plastic with a metallic finish—two dif- 
ferent shapes, both available in green, maroon, ‘brown, or luggage, 
and both priced to be retailed at $7.50 a pair. From the show- 
rooms of Mary Schermerhorn, 225 Fifth Avenue, New York 10, N,.¥.: 


« 


One of Spode's early floral. designs, the "Gainsbor. 
ough" pattern, was revived some years ago. It is 
hand-painted. under the glaze in rich colors, and ap- 
pears on the traditional “Marlborough” shape, From 
Copeland and Thompson, Inc,, 206 Fifth Ave. N. Y. 








Swedish in styling, this 
fan vase is hand-blown 
in heavy Tiffin crystal 
glass. It stands 12" in 
height, with a spread of 
8" across the top. From 
the United States Glass 
Company, Tiffin, Ohio. 























ie Ah 
se a ake 


This ring is designed especially for the baby who was 
born in January—and there are, of course, similar 
ones for babies born in the other || months. Made in 
10K and 14K gold, the ring is a creation of the Key- 
stone Jewelry and Mfg. Co., 10! Maiden Lane, N. Y. 
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Here 





is a “Treasure Chest" of match books, made of simu- 


lated wood and holding 50 colored match books. There is a 
midget sized "Chest", too, and either size may be: retailed 
for $1.25, plain; or $1.50 with the monograms. Distributed 
by Fred Albert Squires, 200 Fifth Avenue, New York 10, N. Y. 


Fashioned of cranberry 
glass with hand-applied 
decorations, this decan- 
ter, with six cranberry 
and crystal jiggers com- 
prise a whiskey: set to 
be retailed for $4.50. 
From the Rainbow Art 
Co., Huntingdon, W. Va. 
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With the accomplishment of YV-E 
day the goal of rottmal living 
approaches nearer and nearer. Our 
factories are still pouring out war | 
materials for the final victory of im >: : 


V-J day, but we hope that more 





and more metal will be available Neg 





EXCLUSIVE SELLING AGENTS 


NEW YORK: LOS ANGELES: ! 
225 Fifth Avenue 527 West 7th Street 


v 
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soon for our art products. See. Oe 










Ornate, massive, old ivory plast- 
ic boxes. Elaborately decorated 
in deep relief. 35%” extra wide, 
2%" deep, 1%” high. Velour 
pads in rich assorted colors. 
, Can be imprinted. 
asia Ne. 11135. Flat pad with box- 
wide single slot, for wedding or 
combination sets, or individual 


.....Ne. 11137. Same as 11135, ex- 
cept “tilted” pad, with 
two slots. Doz.. Net... 9975 


Beoutiful Deluxe jade or ivory boxes 
richly decorated in gold. Pads in many 
brilliant colors. Cannot be imprinted. 








pre. No. 1124. Ladies’ Single. 

Doz. Net $6.75 | 
épunssin No. 1126. Men’s Single. 

Doz. Net $6.75 
oveee-e MO. 1925B. Ladies’ 

Double. Doz. 9 alice 50 





Graceful all-ivory boxes, with steel 
pin hinges. Assorted velvet pads in 
fashionable colors. Satin linings. 
2%" square, 1%” high. Cannot be 
imprinted. 


eel No. 2871. Ladies’ 

Single. Doz. Net.......... $3.75 
ite No. 2871A. Men’s 

Single. Doz. Net.......... $3.75 


No. 2872. Ladies’ 


a Double. Doz. Net........$4-50 





ASSORTED 
IN 10 SIZES 





WRITE FOR. Doz. 4% x 3% x %, White............... 75 
NEW CATALOG |... Doz. 2% x 2%, x %, White... ........... .60 


Watch Tabehin Company Grow 


SGWHOLesaLe JEWELERS 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 
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By MADELINE LOVE 


Everyone who makes or sells china, glass and gift- 
ware is sharply aware that, in addition to its many 
other consequences, the end of hostilities in Europe wil] 
bring with it, sooner or later, a number of changes in 
the business picture. This industry has always been 
profoundly affected by the vast amount of merchandise 
imported from Europe (and in recent years, from Japan) 
and now that, we hope, the last shot has been fired in 
Europe, all of the old, familiar problems begin to 
assume some of their former importance. Differentials 
in labor costs, changes in tariffs, the magic that sur- 
rounds the word “imported,’—all of these phases of an 
always-difficult situation are coming back into focus 
once more, accompanied by the new difficulties created 
by the War. 

It is too soon to look for much genuine news about 
the manufacturing possibilities in the battle-torn coun- 
tries of Europe. But from some sources, a few clues 
to the general situation have come through. And this 
seems as good a time as any to repeat what we tried to 
say here last month, but were thwarted by a printing 
disaster! This is what we wanted to tell you: 

“The famous Limoges china factories of France are 
intact. The good word was received recently by Her- 
man C. Kupper, who has for so many years imported 
Charles Ahrenfeldt china from Limoges. Henri Ley- 
marie, manager of the factory, wrote Mr. Kupper that 
Limoges suffered only two bombings, both of them con- 
fined to strategic points on the outskirts of the city. In 
neither bombing was anyone hurt, amazingly enough, 
and the remainder of the city was untouched. 

“However, there is little chance of the American mar- 
ket’s getting much ware for some time to come. Not 
only is there a quite understandable shortage of workers, 
but the possibilities of getting raw materials and coal is 
remote, for the present, at least. Even if these ma- 
terials were immediately available, the entire transporta- 
tion system of France has been so wrecked that they 
could not be moved, and the situation is likely to exist 
for some time after the end of the War.” 

* * # 


One hears, too, that Czechoslovakia hopes to be able 
to export some 12,000,000 pounds of pottery during the 
first half of 1946. This is about 25 per cent of its pot- 
tery exports during the prosperous prewar years, and it 
may, of course, be over-optimistic. Certainly the needs 
of all European countries for all the things that furnish 
a home—including the homes, themselves, unfortunately 
—must be extreme, and have. first call on the products 


of the factories there. 
* * # 


There will be no formal show at 225 Fifth Avenue, — 


New York, Directors of the Association made their 
decision in accordance with the request of the ODT. 
New fall merchandise will go on display about June 18, 
ready for inspection through the summer and fall. 
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« |Held For Mueh Cloek Production 
ur- ® 
an , 
2 production of timing devices and other group queried by JC-K only one said 
* Firms Still Deep In War critical military tone throughout the they “will produce. a variety of models 
ted Work But Some Plan Clock war period. Military requirements for in the fourth quarter of 1945.” Charac- 
. P these items in connection with the Pacific teristic of most of the replies to our tele- 
Production Late in "45 war have not yet been determined, but gram was one from a New England 
out ; Stet: indications are that they will remain at company which stated in part, “we are 
un- All production and distribution | high level. naturally anxious to take care of our 
ues | controls over spring-driven and elec- Since the industry uses the same types customers but appreciate material for 
his tric alarm clocks have been aban- of supervisory personnel, skilled labor national defense must come first. 
| ‘ and machines for the manufacture of Production is currently at about one- 
to doned by the War Production war goods as for alarm clock produc- third of the pre-war rate. Even though 
ing Board, clearing one obstacle from tion, WPB said it foresaw no sharp in- production may be increased after the 
th th of i diat lock q crease in the number of alarm clocks revocation of L-275 manufacturers will 
en ee. See, Se. ee available to civilians in the immediate be unable to satisfy completely the great 
are {| duction. In spite of the sweeping future. The pre-war rate of production, backlog of demand that has been grow- 
ets nature of the revocation of Limita- estimated at 12 and a half million clocks ing up as a result of low production 
: , per year, may not be achieved until the during the last two years. 
ed | tion Order L-275, there is not much war is over. The WPB announcement emphasizes 
ey- chance of immediate resumption of The clock manufacturers themselves the fact that previous controls and limi- 
t: t | dock manufacture are in general agreement that little clock tations are now voided and that alarm 
" Th t chi Sekial ath production will get under way. Of a (Please turn to page 248) 
yn- e reason for this paradoxical situa- 
ls tion is the fact that there have been few, 
EE SALVAGE: THE NAZI WAY 
panies have been heavily engaged in 
ar- 
lot Co 
ntrols on RR Watch 
rs, Sal 
es Revoked by WPB 
18 
1a- WPB has announced revocation of 
L-115, controlling the distribution of 
&- J nilroad standard watches, new and used. 
ey § The revoked order restricted the sale 
ist § Md transfer of new and used standard 
milroad watches and went into effect 
# Aug. 7, 1942. These watches are pocket 
Pmodel, size 16, spring-driven, contain 
Fiftom 19 to 28 jewels and are manufac- 
le plured only by the Elgin, Hamilton and 
Waltham companies. 
For almost three years, the period of 
the operation of the order, the only 
tvilians authorized to obtain such 
Patches were railroad time service em- 
ployes whose needs were certified by 
Frilroad superintendents. The demands 
} othe Army, Navy, United States Mari- 
time Commission and War Shipping Ad- 








hinistration were so urgent in 1942 that 


4} appeal was then made to the public 


fo turn in idle watches of this type. 
L-175 did not control production of 
watches and its revocation will, 


Ptherefore, have no effect on the number 
}°f watches available for resale. 


Like most of the other recent revoca- 


ions, this one brings little hope of im- 
WMediate access by retailers to the rail- 


(Please turn to page 244) 
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Press Association 


Each wedding ring in the picture above represents a tortured victim of the Nazis. Each 
ring represents the last symbol of dignity and decency torn from the innocent women of 
Russia, France, and Poland. And each represents the barbaric efficiency of an enemy who 
knows neither pity, nor shame, nor regret. These thousands of rings were found by U. S. 
Ist army troops in a cave adjoining the Buchenwald Concentration camp near Weimar. 
Officials calmly told army officers that they had been "salvaged" from the prisoners for 


their gold. 
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Regulation W Will Not Disappear With War’s End} 


Wagner Says Jewelers 
Must Fight It Alone; 
Gloomy View of Taxes 


“Regulation W has served no useful 
purpose in the past, serves no construc- 
tive purpose now that could not be bet- 
ter served by essential wartime controls, 
and will raise hell with the jewelry busi- 
ness if it continues into the future,” 
NACJ Secretary William Wagner told 
jewelers at the annual meeting of the 
Maryland-Delaware-District of Colum- 
bia Jewelers’ Association on May 7. 

Mincing no words in his condemnation 
of the “Pollyannas of the jewelry indus- 
try” who believe the regulation will be 
removed as soon as the war is over, Mr. 
Wagner declared that it is not a war 
measure and therefore will not end with 
the war. Terming it an economic “cure- 
all,” he pointed out that it was devised 
“years before Pearl Harbor and _ the 





KENNETH 
VAN COTT 


WILLIAM 
WAGNER 


threat of war merely supplied the oppor- 
tunity for the ‘miracle men’ to sell their 
panacea to the Government.” 

Regulation W, in some form or other, 
said Mr. Wagner, will continue indefi- 
nitely unless informed business and an 
aroused public act unitedly to end it in 
a hurry. Litigation, he asserted, could 
very likely end the regulation by means 
of a court decision. , 


REGULATION WIN REVERSE 


In reply to the question of the possi- 
“"bility of applying Regulation W in re- 
verse if supply exceeds demand, Mr. 
Wagner pointed out that it is quite pos- 
sible and .that in such a case “private 
business will have to sell on terms that 
will make nothing down and a dime 
when you catch me look like big busi- 
ness.” 

Predicting that the jewelry business 
will stand alone in its fight against 
Regulation W, Mr. Wagner explained 
that on goods scarce now down pay- 
ments will probably be reduced, thus 
satisfying those lines of business. “The 
jewelry business has so much at stake,” 
he said, “that it simply cannot delegate 
leadership in dealing with Regulation W 
to anyone except installment-minded 
jewelers.” 

Mr. Wagner also reviewed the tax 
question, foreseeing early revision of the 
current tax schedule. He sees hope in 
legislation bringing about greater ex- 
emption from the excess profits. tax, but 
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his view of the 20 per cent excise is less 
cheerful. 

He sees no help in the clause stating 
that the tax will be automatically re- 
duced to 10 per cent when the war ends. 
“In my opinion,” he said, “the automatic 
reduction clause is worthless; perhaps 
worse than worthless. It even may prove 
a liability, lengthening the period of time 
during which the 20 per cent tax will 
have to be paid.” 

Kenneth I. Van Cott, vice president 
of the ANRJA, the second speaker of 
the evening, held an equally gloomy view 
of the supply problem. Allowing for 
possible changes after V-E Day, Mr. 
Van Cott predicted an easing of regula- 





tions on metals, but a continued nil 
power problem. " 


ELECTIONS ANNOUNCED 


Both speakers were introduced }y 
President Sidney I. Ross, who wel 
the 125 members to the 31st annual meet- 
ing of the group. Election of officers fg. 
lowed the banquet which was held at the 
Emerson Hotel. 

The officers, all serving a second term, 
include: Sidney I. Ross, Balti 
president; Melvin M. Levitt, W 
ton, first vice-president; Samuel 7 
Schwartz, Washington, second Vice. 

(Please turn to page 235) 









Tag Cultured Pearls As Japanese, Show Origin of Bead 
Bases Used In Imitations—Federal Trade Commission 


Steps were taken las month by the 
Federal Trade Commission to put into 
effect a new rule governing the tagging, 


advertising and selling of cultured and 


imitations pearls and jewelry containing 
them—a ruling which, if it stands, will 
undoubtedly have far-reaching effects on 
the sale of those items. 

Cultured pearl dealers, firms who 
either produce or deal in imitations, and 
manufacturers of jewelry containing 
either variety, have been approached by 
the Commission with a demand upon 
each one to sign a stipulation to the ef- 
fect that hereafter the country in which 
the cultured pearls were grown or the 
one in which the core or base of the imi- 
tation pearls was produced shall be 
clearly set forth in all advertising, tag- 
ging, branding, selling or offering for 
sale by any means whatever. 


Since all curtured pearls, according to 
pearl dealers, were produced either in 
Japan or Japanese controlled islands in 
the Pacific, the practical effect of this 
order would be that all jewelry contain- 
ing cultured pearls would have to be ad- 
vertised and tagged “Made in Japan,” 
despite the fact that most, if not all, of 
this jewelry has been further processed 
in the United States, and in many in- 
stances, the value added by American 
manufacture is the major part of the 
total value of the item. 


Obviously, they claim, any goods of- 
fered for sale in the United States today 
which are tagged “Product of Japan” 
would be viewed in a decidedly unfavor- 
able light by the American public and 
their sale would be greatly hampered if 
not entirely stopped despite the fact 








that even that part of the items which 
is of Japanese origin was purchased by 
American business firms before Pearl 
Harbor, and their sale today would in 
no way benefit any Japanese interest, 
The effect of the order, therefore, would 
be not to penalize the Japanese pro 
ducers who sold and were paid for the 
pearls, years ago, but only to placeg 
burden upon American manufacturers | 
and dealers who bought them while we 
were at peace with Japan, and who have 
title to them now. 

The position of the Federal Trade 
Commission with respect to imitation 
pearls seems even more extreme, since 
with these items not even the finished 
loose pearls but only the core or bead 
used as the base for the artificial pearl 
is of foreign manufacture, and the 
American processing usually amounts to 
many times the value of the one compe 
nent of foreign origin. 


Jack J. Felsenfeld, Weinrich Bros, 
and J. A. Deknatel & Sons, Inc., have 
signed the stipulation, but all of th 
others are protesting this new regulation 
and declining to sign it since they fed 
it to be unreasonable and unfair in view 
of the fact that there has been no mi 
representation on their part as to th 
origin of the goods, and the further fact 
that in the case of cultured pearls there 
can be no question of unfair competition 
with producers in other countries since 
Japan was the only nation in which cuk 
tured pearls were produced. 


The net effect, they say, would 
simply to stop or at the very least t 
seriously hinder the sale of all cultured 
pearls. 
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Stone Dealers Honor Nathan 


A.dinner to honor Leo Nathan, re- 
tiring president of the Precious Stone 
Dealers Association, was held on Thurs- 
day evening, April 12, at Schwartz Res- 
taurant to express to him the apprecia- 
tion for the services he has rendered it. 
Mr. Nathan has been an officer of the as- 
sociation ever since it was founded in 
1930, serving as secretary until 1938, and 
as president from 1938 until this year. 
The dinner was attended by the entire 









New York City membership of the oF 
ganization and was presided over 
Isidore Lassner as chairman and toast 
master, who paid tribute to the untiring) 
efforts of Mr. Nathan in all association, 
matters, and presented to him an ai) 
tique clock as a mark of the esteem a 
appreciation of the members. fy 

Out of respect to President Roosevelt) 
who had died that day, the festiv ieee 
which had been planned were subdued§ 
and an elaborate program of entertaii- 
ment was: cancelled. 
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3 | committees of Entire 
Trade Selected; Survey 
Of Consumers Planned 


The process of broadening the organi- 





comed | jstion of the Jewelry Industry Publicity 
meet. | poard to include representative leaders 
8 fol. | of every branch of the industry (Page 
at the | 491, JC-K for April), has now been com- 

ted and the Board is making rapid 
term, | progress with its plans for a greatly en- 
more, | Jarged and intensified campaign in sup- 


ming- | port of all classes of jewelry products. 
1 ~ | The first step was the selection of the 
new and larger Advisory Board referred 





to in last month’s news story, the names 
for each division being proposed by that 
section of the industry itself. The mem- 
——= } bership of the Board, which will advise 
on all broad questions of policy and be 
d available for counsel and suggestions fol- 
lows: 
! ’ 
h Retailers 
ie Fred B. Dreifus, Dreifus Jewelry Co.; 
Pear) | Myron Everts, Arthur A. Everts Co.; 
ld in John Penn Fix, George R. Dodson, Inc.; 
erest, | Seymour Greenberg, Royal Diamond & 
vould Watch Co.; Clifford I. Josephson, Jr., 
pro. Moline, Ill.; Edward Krehbiel, Black, 
r the 4 Starr & Gorham, Inc.; Victor A. Lam- 
ce g | Dert, Lambert Bros. Co.; Percy K. Loud, 
urers Wright, Kay & Co.; H. Armin Maier, 
le we | Yt» Maier & Berkele, Inc.; Charles J. 
have Michaels, Michaels, Inc.; Louis J. Milen- 
bach, Milens Jewelers; L. J. Rad, West 
: New York, N. J.; Bernard G. Rudolph, 
rade 
ation 
since 
ree Jewelry Sales In Second Federal 
peat Reserve District Down 2 Per Cent 


the | From Last Year, But Still High 


Sales in retail jewelry stores in the 


mp} Second Reserve District (New York 
™ State, Northern New Jersey and South- 
see western Connecticut) were 2 per cent 
the lower in 1944 than in 1943 according to a 
ation | UVEY whose results are published in the 


"fea current issue of the Monthly Review of 
the Second Federal Reserve Bank. This 





‘a in the face of the fact that total sales of 
-~ all kinds of retail stores in the district 
task showed a substantial increase. 
there Volume in women’s apparel stores was 
ition 42 15 per cent, department store and 
steal hardware store sales each increased 11 
“cul per cent, and men’s clothing stores 
showed a gain of six per cent. Sales of 
‘f fumiture stores, household appliance 
1 be § stores, and automotive dealers, like jew- 
st to elry, showed declines. . 
ured Commenting on the jewelry store fig- 
ures, the report says: “the small de- 
crease that occurred apparently re- 
—= ff flected not only a limited quantity of 
‘fj *ailable merchandise but also a falling 
> of § off in consumer demand largely because 
r by § Of the excise. tax. In 1943, when the 
cast excise tax was not in effect, jewelry 


iring § stores had reported the largest increase 
of any of the groups.” | 
_ As a result, despite the small shrink- 
“ ‘ge in 1944, jewelry stores have enjoyed 

1} the second largest percentage of total 
evel increase in business since 1941, for any 
ities | group of retail establishments in the 
atea being exceeded only by women’s ap- 
parel stores. 

(Please turn to page 235) 








FoR JUNE, 1945 





Rudolph Bros.; A. N. Slavick, Slavick 
Jewelry Co.; Wilson A. Streeter, Bailey, 
Banks & Biddle Co.; Kenneth I. Van 
Cott, Binghamton, N. Y. 


Watches 


Leo Kamion, Waltham Watch Co.; 
Lowell F. Halligan, Hamilton Watch 
Co.; Howard D. Schaeffer, Elgin Na- 
tional Watch Co.; John H. Ballard, 
Bulova Watch Co.; Roland Gsell, _R. 
Gsell & Co.; Benj. S. Katz, Gruen Watch 
Co.; Oscar M. Lazrus, Benrus Watch 
Co.; Norman M. Morris, Norman M. 
Morris, Inc. 


Silverware 


William F. McChesney, Gorham Mfg. 
Co.; Harley H. Noyes, Oneida, Ltd.; 
Fleyd Wallace, R. Wallace & Sons Mfg. 
Co. 


Gold & Platinum Jewelry 


Herman L. Baskin, Baskin Bros,, Inc.; 
Louis Heyman, Oscar Heyman & 'Bros., 
Inc.; Frank Milhening, J. Milhening, 
Ine.; William B. Ogush, William B. 
Ogush, Inc.; W. Waters Schwab, J. R. 
Wood & Sons, Inc.; Leonard Shiman, 
Shiman Mfg. Co.; Maurice Spain, Larter 
& Sons; Thomas J. Tierney, Jones & 
Woodland Co. 


Costume & Gold-Plated Jewelry 


Frederick A. Ballou, B. A. Ballou & 
Co., Inc.; Fred A. Bulloek, Dolan & Bul- 
lock Co.; Lewis S. Chilton, J. M. Fisher 
Co.; Arthur Kaplan, Louis Stern Co.; 
Max Kestenman, Kestenman Bros. Mfg. 


| publicity Board Completes Reorganization 





| 


Co.; Walter Lampl, New York, N. Y.; 
Paul Levinger, Speidel Corp.; Edward 
O. Otis, Jr.. NEMFG Jewelers & Silver- 
smiths Assn.; Gerald Rosenberger, Coro, 


Inc.; Tobias Stern, Jacques Kreisler 
Corp.; Raymond R. Sturdy, Cheever 
Tweedy Co. 


Diamonds & Colored Stones 


A. H. Arnstein, Arnstein Bros. & Co.; 
Sydney H. Ball, Rogers, Mayer & Ball; 
Milton Belgard, Belgard & Frank, Inc.; 
Walter Eitelbach, New York; Henry I. 
Jacobson, Jacobson Bros.; Walter N. 
Kahn, L. & M. Kahn & Co.; Henry Mil- 
ler, Miller & Veit; Leopold Nathan, S. 
Nathan & Co., Inc.; H. M. Paskow, Wm. 
V. Schmidt Co.; Reginald Reichman, 
Reichman Bros.; Bert Young, Jules 
Franklin, Inc. 

Wholesaler Group 


Harold Alberts, I. Alberts’ Sons, Inc.; 
William Ansen, Louis Aisenstein & 
Bros.; Webb C. Ball, The Bali Co.; 
Charles G. Brown, Stein & Ellbogen Co.; 
Arthur P. Care, E. W. Reynolds Co.; 
Howard L. Carpenter, Albert Walker 
Co.; Jerome L. Grant, American Jewelry 
Distributors, Inc.; James J. Hetzel, 
Eisenstadt Mfg. Co.; Charles E. Moore, 
Moore-DeGrazier Co.;. A. Leon Sickles, 
M. Sickles & Sons; Al Wallenstein, Wal- 
lenstein-Mayer Co. 


Canadian Jewelers Association 


Bernard: AHen, Maurice J. Walsh, 
Ltd.; Norman J. Leach, secretary; Al- 
- (Please turn, to page 240) 





PRIZE-WINNING WINDOW | 








The Square Deal Miller Jewelry Store, above, took first prize in the Sixth War Loan display 
contest sponsored by the Bulova Watch Company. The Detroit jeweler received a $1,000 
war bond. Credit for the striking window goes to H. R. Holmes who received a U. S. Treasury 
citation. 

Other winners were: Second award $500 bond, Myrtle A. Neuhoff, Heffern-Neuhoft Jewelry 
Co., St. Louis; Third award $250 bond, Adele W. McAllister, S; Kind & Sons, Philadelphia; 
Fourth award $150 bond, Harry F. Lasher, Michaels Jewelers, New Haven; Fifth award $100 
bond, Roy L. Heck, Spectors, Inc., OPN a 

A $50 bond went to each of the following: Strasburg's Jewelers, Hollywood; William C. 
Schulenberg, Geo. T. Brodnax, Inc., Memphis; Wilbur R. Brown, Brown's Jewelers, Stamford, 
Conn.; Leo A. Simon, Jeweler, Vincennes, Ind.; and Gray's Credit Jewelers, Denison, Texas, 
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V-E Brings No Cutbacks In Wateh Co. War Work 


Outlook for Delivery 
Of American Watches 


Still Not Certain 


Cutbacks of war orders following V-E 
Day which have released some manufac- 
turing facilities for civilian production in 
various lines have not yet been applied 
to the manufacturers of American jewel- 
ed watches and no indication has yet been 
given as to when they may occur—if they 
occur at all before the end of the war 
with Japan. 

Consequently, prospects for an early 
supply of American-made watches in any 
quantity remain entirely uncertain. Be- 
fore manufacturers are able to get any 
of their production facilities released, it 
will first be necessary for the Army and 
Navy to determine how much of the 
kinds of equipment being made by the 
watch companies will be needed for the 
prosecution of the war against Japan 
and at what rate of manufacture and de- 
livery will be required. 

Any changes in the existing state of 
affairs will, of course, depend upon those 
decisions and what they will be has not 
yet been determined—or at least, not 
yet announced. 

An executive of one of the American 
companies told JC-K, on May 16, that 
they had as yet received no intimation of 
what if any cutbacks might be expected 
or even whether they might be expected 
at all before the end of the Asiatic war 
appears in sight. 

However, last fall the War Production 
Board instructed the American watch 
manufacturers to get their plans ready 
for prompt reconversion when the signal 
comes, and authorized them to start 
manufacturing such quantity of watch 
parts and sub-assemblies as they could 
handle without interfering with their war 
production. It is understood that fairly 
substantial inventories of work in proc- 
ess have been built up as a result. The 
fact that this material is well along in 
process, will, of course, shorten the time 
between the release from war produc- 
tion and the actual delivery of watches, 
though it must again be emphasized that 
there is no assurance as to when that 
may be. 


Restrictions on the Retail Sale 
Of Jewelry Containing Lead Off, 
War Production Board Announces 


Restrictions on the sale of jewelry 
containing lead have been removed, ac- 
cording to the latest word from the War 
Production Board. Resumption of pro- 
duction of such jewelry, however, was 
specifically forbidden. 

In the amendment to lead order, M-38, 
paragraph (g) of the order was deleted. 
This paragraph provided restrictions on 
the sale and delivery of new articles 
such as buttons, statuary, and art goods 
as well as costume jewelry. 

To prevent misunderstanding regard- 
ing the deletion, WPB said that until 
such time as the position of lead is suf- 
ficiently eased, use of the metal in the 
manufacture of end products not con- 
, tained in the permissive List I of the 
order will be prohibited. 
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BONDS ON THE BLOCK 


————___ 





The Jewelers Square Club, with the help of the Uptown Jewelry Exchange, staged a giant bond auc. 


tion in the heart of the Manhattan jewelry section and took in 


$650,000 in bond purchases. Given 


away with bonds by auctioneers Percy Joseph and Louis Simons were some $5,000 in jewelry. Mem- 

bers of the committee shown in the picture above include chairman of the jewelry industry drive, 

Dave Kay, Milton W. Stern, head of the one. ae em, Abraham Cohen, Hyman Dubrowin 
an orris Lubin. 





Silverman Bros. Receives "E," 
Elgin and Wadsworth Get Renewals 
For Excellence in War Production 


Within the past two months three 
firms in the jewelry field received high 
praise from Army and Navy officials. 

In ceremonies held on May 15, Silver- 
man Brothers, Providence jewelry com- 
pany, was awarded the Army-Navy “E” 
for excellence in war production. Among 
the speakers at the affair was Governor 

‘J. Howard McGrath of Rhode Island 
who stressed the value of insignia and 
«decorations, in the manufacture of which 
Silverman Brothers ranks with the 
leaders. 


It was announced that the company 
has turned out more than 26 million 
pieces for the Philadelphia Quartermas- 
ter Depot. Present at the ceremonies 
and at the dinner which followed were 
many of the leading figures in the Provi- 
dence-Attleboro jewelry field. Silverman 
Brothers is the first jewelry mannfac- 


turing firm in Providence to receive the 


war production honor. 

Elgin National Watch Company is 
piling up “E” awards with great ra- 
pidity. The latest renewal goes,to Plant 
No. 2, first of their three company’s to 
earn the award. Plant No. 2, which pro- 
duces: mechanical time fuses for. Naval 
anti-aircraft shells,. receives its third re- 
newal with this award. 

All three Elgin plants fly the “E”. pen- 
nant. Plant No. 3; the Sapphire’ Prod- 
ucts Division, in Aurora, Ill., has re- 
ceived two award renewals. 

The Wadsworth Watch Case Co., Day- 
ton Ky., which did its part in helping to 
overthrow the Nazis by the manufacture 
of precision instruments for the govern- 
ment, has been awarded a fourth white 
star to its Army-Navy E flag. Col. J. C. 
Shouvlin commended the firm for “an 
outstanding war production job.” 

It was estimated that since it entered 
war .work shortly after Pearl Harbor, 
the company has turned out more than 
85,000,000 small pieces, including parts 
for automatic carbines, the 50-caliber 


The "Mighty Seventh" 
Is on With Jewelry 
Men's Goal 30 Million 


Dave Kay, chairman of the jewelry 
industry’s Seventh War Loan Drive, an- 
nounces that the goal of the drive hag 
been raised from 23 million dollars to 3 
million and will include both retail jewel 
ers and manufacturers. The code nun- 
ber is still 3011 and Mr. Kay is out to 
top the 30 million mark. It is up to 
jewelers everywhere to help make a 
magnificent showing. 

Last year the industry topped its 0 
million dollar quota by over 3% million, 
At a meeting which started the drive 
held at the Waldorf-Astoria in New 
York on April 25, John Richmond of the 
Treasury Department urged the repre 
sentatives sell other issues beside E, F 
and G bonds since they are just as valu 
able and would be as much of a feather 
in the cap of the trade. 

Beside the chairman, the committee 
consists of G. H. Niemeyer and Aaron 
Sverdlik, honorary chairmen, and the 
following committee chairmen: H. Bas 
kin, H. Peterson, J. Schaffer, chairmen, 
manufacturing jeweler division; Sansom 
Hitner, watch division; H. Jacobson, dit- 
mond division; M. L. Von Moppes and 
Jack Jolis, chairmen, rough and uncut 
diamonds division; A. Bregman, elet 
troplaters; Harry Smolin, Jewelry Ex 
change; H. Boynton, refiners; Hl 
Hyman, silverware; Max Jacoby, watt 
cases and attachment; L. Cutler, watel 
materials and supplies; G. Klinnich 
colored stones; James Theise, wholesale 
jewelers. 











Browning machine guns, radio and radat 
equipment, various aircraft devices, cases 
for naval chronometers and waterprod 
watchcases for all branches of service. 

Last year another plant was opened by 
the concern in Newport to spur its pre 
duction. 
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labor, Management 
ose Amendment While 
ANRJA Writes Protest 


7, Albert Potter, president of the 
National Watch Co., representing 
the Association of American Watch 
acturers, and Walter W. Cene- 
rasZ0, national president of the Ameri- 
Watch Workers Union, appeared at 
ahearing of the Ways and Means Com- 
mittee of the House of Representatives 
in Washington on April 30 to argue 
t the further reductions in the 
tariff protecting the American manufac- 
turer of watches which would be per- 
mitted under the proposed extension and 
amendment of the reciprocal trade tax 
ation. (H. R. 2652) 
Both speakers emphasized three main 
points—first, that since American wages 
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THE 29th RUDOLPH 








The twenty-ninth store in the Rudolph 
New York State chain of jewelry. stores 
opened on April 28 in Watertown. Lo- 
cated at 106 Court Street, the new store 
stands on a site which has been devoted 
to the jewelry business for more than 
17 years. 

In 1868, the then former governor of 
the state, Roswell P. Flower, and his 
brother Anson, established the first 
jewelry store on that site. The Flower 
store was a successor to a business con- 
ducted by William Harrison Sigourney 
who had established a store about 125 
years ago. 

Inherited by Silas L. George, the store 
continued under his leadership until 1926, 
When he died and it became known as 
the Silas L. George Estate, Jewelers, one 
of the most highly recognized jewelry 
stores in northern New York. Last year, 
the George firm moved down the street, 
leaving the spot that had been jewelry 
headquarters in Watertown for more 
than a century. 

It was at this point that Rudolph 
stepped in, remodeled the store, and 
opened for business. The new store is 
brilliantly done in shades of blue and 
gray with “cold-Cathode” lighting and 
Pickled white oak fixtures. 

B. G. Rudolph, president of the chain, 
and John E. Fischer, newly appointed 
manager of the Watertown store, were 
on hand to greet customers on the morn- 
ing of the opening. 
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american Wateh Industry Fights Tariff Reduction 








are two and one-half to three times that 
paid to Swiss workers, and therefore, 
American manufacturing costs are sub- 
stantially higher, the manufacturer of 
watches in ‘America must be protected 
by at least a reasonable tariff if the in- 
dustry is to survive. 

Second: That it is in the national in- 
terest that the industry survive, as 
demonstrated in the present war during 
which the American watch companies 
have produced enormous quantities of 
material and equipment, which is abso- 
lutely essential to the armed forces and 
which could not have been obtained in 
any other way since America was denied 
direct access to Switzerland because of 
the fact that the latter country was com- 
pletely surrounded by German-held ter- 
ritory. 

Third: That the American watch in- 
dustry is not seeking a rate of tariff so 
high as to be a subsidy to enable inef- 
ficient manufacturers to do business be- 
hind a high tariff barrier, but only 
enough to make it possible for well man- 
aged, efficient American companies to 
survive. 


FROM 60 TO 3 


Both speakers pointed out that of the 
60 odd American manufacturers of 
jeweled watches who have been engaged 
in business in the United States during 
the past 75 or 80 years, only three are 
still in business. 

Both speakers also dwelt on the fact 
that under the present reciprocal trade 
agreements, the tariff on watches has al- 
ready been reduced to only two-thirds of 
the rates established by Congress in 1930 





and the reduction which the amended 
reciprocal trade agreement would au- 
thorize would permit a further reduction 
to only one-third of the 1930 rates. 

This, both speakers said, would give 
the Swiss producer and importer such a 
substantial advantage over the American 
watch manufacturer that it might make 
it impossible for him to survive, espe- 
cially in view of the manner in which the 
Swiss product has become established in 
the American market during the war 
period while the product of the Ameri- 
can producers has been completely with- 
drawn from the market, due to the fact 
that the American companies are 100 per 
cent engaged in war work. 


_ANRJA TAKES SAME STAND 


Approval of the Reciprocal Trade 
Agreements, while objecting to the pro- 
posed additional 50 per cent leeway was 
voiced by ANRJA in a letter to Chair- 
man Robert L. Doughton of the House 
Ways and Means Committee. Taking 
the same stand as the National Associa- 
tion of Manufacturers, ANRJA asks 
only that the amendment making it pos- 
sible to cut into tariff prices by 75 per 
cent be stricken from the bill. 

Said the letter: “The American Na- 
tional Retail Jewelers Association has 
given careful consideration to the exten- 
sion of the Reciprocal Trade Agree- 
ments now pending before Congress. It 
is our desire to be placed on record fa- 
voring the extension of these agreements 
but with the earnest hope that due con- 
sideration will be given to the services 
which have been rendered by the Ameri- 


(Please turn to page 234) 





Licensing Bill Killed In Ohio While 
Another Is Proposed In New York 


Despite all the advance optimism over 
its passage, the proposed Ohio watch- 
makers licensing bill was killed in com- 
mittee before it reached the floor of the 
Ohio General Assembly. 

News that the measure had been 
pigeonholed was given members of the 
Cincinnati Guild, Ohio Watchmakers As- 
sociation, who were among its most 
ardent supporters, at a meeting May 4. 
The report was made by a committee 
which included Frank Foegler, William 
Grogan, Herbert Hueil, Howard Sand- 
ers, Harry Oser and Harold Markl. 

This was the fourth time over a period 
of eight years that members of the 
watchmakers industry throughout the 
state sought to get legislative approval 
of a law which would make state-con- 
ducted tests mandatory before a person 
could practice the trade. During that 
period many other states adopted such 
legislation. 

Still undiscouraged by this their fourth 
set-back. members of the local guild indi- 
cated they would rally their forces for 
another effort at the next session of the 
general assembly. 

Meanwhile in New York watchmakers 
have voted to back State legislation which 
would require the licensing of watch- 
makers. 

Fred Roedel, president of the New 
York State Jewelers’ Association, de- 
clared at a meeting in Rochester on May 





6 that the interests of watchmakers and 
jewelers are mutual; that a competent, 
courteous watchmaker is an important 
factor in establishing and maintaining 
the good reputation of a jewelry store; 
that, conversely, an incompetent watch- 
maker injures it. 

To require licensing, he said, would 
establish standards which would not only 
serve as a protection for members of the 
craft and stores employing them, but, of 
greater importance, protect the interests 
of the public which they are anxious to 
serve capably. 

It was decided to have a membership 
campaign which will be effective in en- 
rolling a far greater proportion of the 
5,000 watchmakers in the state than are 
now on the rolls of the association. 

Reports indicated that there will be a 
considerable increase next year in the 
number of watchmaking students who 
are taking the course at the New York 
State Agricultural and Technical School 
at Morrisville, N. Y., where disabled 
veterans are in training. 


Charles E. Ottarson of Rochester was 
re-elected president. Other officers named 
for the coming year were: Vice-presi- 
dent, George J. Schlehr, Morrisville; sec- 
retary, Norman Clement, Rochester; 
treasurer, Herbert Steer, Syracuse; na- 
tional representative, Robert Taylor, 
Utica. 
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Twenty-Eight Jewelry Firms Fly The 


“EK” Flag, Symbol of A Job Well Done 


The victorious ending of the war with 
. Germany makes it an appropriate time 
to call’ special attention to the achieve- 
ments of the many firms in the jewelry 
field that have made particularly note- 
worthy records in producing the things 
that helped to make that victory pos- 
sible. 

The vital importance of industrial pro- 
duction in the prosecution of the war is 
attested by the fact that just as the 
armed forces have their medals and cita- 
tions for especially meritorious service on 
the field of battle, so, too, they have 
established a special award of honor for 
the outstanding achievement by the 





shops and factories of the home front— 
the Army-Navy E., 

Like the medals of the battlefield, it 
is not lightly bestowed. Less than three 
per cent of the firms doing war work 
have won it, and the jewelry industry 
may therefore feel justly proud of the 
fact that in so small a field as this, with 
such limited possibilities for war work, 
there are so many holders of the coveted 
honor among the producers of jewelers’ 
goods. 

The Jewerers’ Circutar - Keystone 
herewith presents the list of those of 
whom it has a record—twenty-eight dif- 
ferent companies. If any have been 
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Costume Jewelry 


And we are looking for new cus- 
tomers with our eyes focussed on 


making post-war friends NOW 


WE. HAVE A BEAUTIFUL LINE OF 





. -- So if you need fine merchan- 


dise to sell . . . let us hear from 


you today. 






Tecious % 


76 DORRANCE ST. ff 


tr aducts 


MANUFACTURING 
CO. PROVIDENCE, R. I. 
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omitted, it is because we do not 
of them, and if they will notify. us, t 
shall be glad to see that they recejye due 
recognition by adding their names to 
roster and reprinting the full list in 
future issue. x 
In alphabetical order, and without. 
reference to the length of time they have 
held the award, here is the list, A 
to the holders of the Army-Navy EB! 
Autopoint Co. 
Baumgold Brothers 
Division) 
Benrus Watch Co. 
Chelsea Clock Co. 
Elgin-American 
Elgin National Watch Co. 
Everedy Co. 
Forstner Chain Co. 
Gruen Watch Co. 
Hamilton Watch Co. 
Handy & Harman 
Herschede-Hall Clock Co. 
Illinois Watch Case Co. 
Ingraham Co. 
International Silver Co. 
Lux Clock .Mfg. Co. 
McGraw Electric Co. 
Division ) 
F. H. Noble & Co. 
Oneida, Ltd. 
Parker Pen Co. 
Reed & Barton Corp. 
Silverman Brothers. 
J. K. Smit & Sons 
I. Stern & Co. 
U. S. Time Corp. 
Wadsworth Watch Case Co. 
Waltham Watch Co. 
Westclox 
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Problems of Vet Re-employment 
Minimized by Personnel Expert 


Less than 50 per cent of returning 
servicemen plan to go back to their jobs 
in retailing, according to George Palmer, 
personnel director of the Joseph Horne 
Company, Pittsburgh. Mr. Palmer warns 
that merchants must take a positive ap- 


proach to the problem of employing f 


veterans or suffer the consequences, 

“There has been a tendency,” he said 
recently, speaking at the New York 
University School of Retailing, “to over- 
emphasize three negative factors in com 
nection with returning service men 
These are the so-called problems involy- 
ing the rise of the former stock boy 
who returns as a captain or major; feat 
that there will be many psychoneuroties 
who will require a long period of 
justment, and finally, questions -repre 
sented by those who are physically 
handicapped. 

“We have thought much about these 
groups but together they will add up 
only a small percentage of returning 
veterans, the majority of whom will be 
just about the same people as when’ they” 
went away.” 

Mr. Palmer warned against indis 
criminate adoption by retailers of vet 
erans programs which have been wor 
out by extremely large industrial con 
cerns. The picture in retailing is not 
quite the same, he explained, advising 
the formulation of steps geared to it 
dividual consideration of each veteral. — 

Merchants will not be faced by the 
impact of veterans returning in droves” 
another speaker said. 


charges at the rate of 150,000 a month 
expected after V-E Day. 
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‘America's Youngest Gem 
Expert is 23 Year Old 
Girl From Milwaukee 


The youngest certified gemologist in 
the country is an attractive, 23-year-old 
Milwaukee girl named Juanita Hilda- 

Schafer. From childhood, Juanita 

been intrigued by the beauty and 

sparkle of precious stones. At 16, she be- 

gan to eek in her father’s jewelry shop 

at 8828 W. Lisbon Avenue, Milwaukee, 

in a few years she had learned all 

she could at the store and sought about 
for further knowledge. : 

Juanita found that while no university 
offered a course in gemology, the Gem- 

cal Institute of America was 

to train her. She enrolled there 

began to work in earnest, often put- 

ting in 8 to 12 hours a day in her favor- 

ite study. An apt and thorough worker, 

she received the title of certified gemolo- 
in six months. 

At the moment, Juanita devotes much 


- 





Juanita examines a diamond through a 
loop while wearing one of her own on the 
third finger, left hand. 


time to appraising the stones brought 
home by servicemen. Many have re- 
turned with supposedly valuable gems 
‘which upon expert examination are dis- 
covered to a synthetic or imitation. Un- 
fortunately, she says, many a serviceman 
is doomed to disappointment when his 
gems are appraised. 

Miss Schafer’s parents say that their 
daughter is a born gemologist because 
the has always possessed the two main 
requisites for the work—an appreciation 
of gems and a true sense of color. They 

an amusing story of her first ad- 
venture—or misadventure—in the gem 
world. One afternoon during a lull in 
the kindergarten class Juanita, tempted 
beyond ro che swapped a diamond- 
studded baby ring for a package of lico- 
tice chewing gum. After school that 
day, she received her first lesson in the 
value of gems. 





Frank H. Brown has withdrawn from 
aeeetship in the Phillips and Lucas 
ore, Montpelier, Vt. The retail 
ievelry establishment is now in the 

ds of Philip L. Brault who had been 
Mr. Brown’s partner. The business will 
continue under the same name at 384 
State Street. 
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New York State AGS Hears Sample 
Lecture Being Given at Schools 
By Mrs. Hannaford of N. W. Ayer 


A lecture on diamonds slanted toward 
the interests of college students was the 
main feature of the monthly meeting of 
the New York State chapter of the 
American Gem Society, held on May 9 
in the Rockefeller Center offices of N. W. 
Ayer & Son, Inc., advertising represen- 
tatives of the DeBeers Company. 

Mrs. Gladys Babson Hannaford of the 
staff of N. W. Ayer & Son, presented a 
typical lecture in the series she has been 
giving since September in schools and 
colleges throughout the East. Mrs. 
Hannaford, whose lectures are presented 
without charge, has spoken at Mount 
Holyoke College, Smith College, Boston 





University, New York University, and 
many girls schools. Her lecture, which 
she prefaced with the request that her 
audience picture themselves as school 
girls, was received enthusiastically by 
the RG’s, although many of them found 
it difficult to comply with her request. 
According to Mrs. Hannaford, there 
is much interest in the technical aspects 
of diamond structure, mining, and dia- 
mond tools, as well as the romantic ap- 
peal of jewels. The talk is illustrated 
with some of the latest pictures of the 
South African diggings to. reach the 
United States. Mrs. Hannaford told the 
jewelers that a lecture may be arranged 
by a jeweler in any city for a local high 
school, college, Kiwanis or woman’s club. 
For information on bookings, she said, 
write to N. W. Ayer & Son, Inc., 30 
Rockefeller Plaza, New York 20, N. Y. 
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BRIDE’S MAGAZINE 
HOUSE BEAUTIFUL 
HOUSE & GARDEN 


.. and others 


FRANK W. SMITH @ GARDNER, MASS, 
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of am She Uf. Type 


COMPACT 


OF GENUINE LUCITE 


A honey of a compact .. . big 
and round to hold lots of powder, 
yet is flat as a dime. Five inches 
in diameter and metal catch. De- 
signed of genuine lucite in the 
new tortoise shell-type that’s be- 
come a classical favorite with 
everyone. Has large clear mirror 
and equally large, fluffy powder 
puff. To retail for $2.95—order 
today. Sold in dozen lots only. 
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YOUR COST, $21.00 per DOZEN 
KANSAS CITY F.O.B. 


Terms 


2% 10 DAYS... NET 30 DAYS 


? 


MIDWEST WHOLESALE JEWELERS 


612 MINNESOTA AVENUE BLDG 


KANSAS CITY 11, KANSAS 2 











The Board of Directors of the Ameri- 
can Watch Assemblers Association, at a 
meeting held in New York on May 9th 
honored Roland Gsell, who had served 
two successive terms as president of the 
Association, and Ben De F rece, a former 
Treasurer and member of the Board for 
almost a decade. Mr. Gsell was pre- 
sented with a silver bowl appropriately 
inscribed and Mr. De Frece with a gold 
chain and key, similarly inscribed, as 
tokens of appreciation for the services 
they rendered the Association. 

In presenting the gift to Mr. Gsell, 
S. Ralph Lazrus, President of the Asso- 
ciation, said: “It can truly be said of 
Mr. Gsell, that he was indispensable as 
President. During his two successive 
years in office he set such a high stand- 
ard of devotion to duty and of service 
to our organization and to the watch im- 
port trade as a whole that it will make 
it impossible for his successors to mea- 
sure up to these high standards. We 
want him to know that his unusually 


Gsell, De Frece Honored by Watch Assemblers Assoc, — 
In Recognition of Their Service to the Industry i 





able leadership during two difficult War 
years has won for him the high 

of his associates on the Board and 
wholehearted gratitude of the entire 
watch import industry.” 

And in presenting the gift to Mr, Dp 
Frece, Mr. Lazrus said: “The Board of 
Directors fully appreciates the 
years of loyalty and service that Mp 
De Frece rendered while a member g 
the Board and as one of its past Treg, 
surers. His colleagues will always che, 
ish the warm friendships he made du 
the many years of close association vit 
the other members of the Board.” 

Visibly moved by the presentation Mp 
Gsell thanked his associates on th 
Board for their expressions of esteem 
and for the cooperation they gave hin 
during his tenure of office. Mr. De Freg 
similarly thanked those present, ad 
that he will always value the close aggp. 
ciations he: established while a member 
of the Board. 








Jewelers Pledge $50,000 Quota For- 


Greater New York Fund Appeal 


With sights trained on a $50,000 goal, 
the Jewelry Division of the Greater New 
York Fund completed organization plans 
for full coverage of the jewelry trade at 
a luncheon, early in April, at the Park 
Lane Hotel. 

Heading the group of leading jewelry 
and watch manufacturers, distributors 
and retailers are Co-Chairmen Aaron 
Sverdlik, partner in the firm of Robin- 
son and Sverdlik and John Ballard, 
president of the Bulova Watch Company. 

“Our committee is determined to trans- 
late into concrete action its appreciation 
of the splendid services made available 
to this community by the 408 hospitals, 
health and welfare agencies sharing in 
the Fund. The most practical action on 
our part is generous support of the 
Fund’s appeal to business for aid.” 

The 408 agencies combined must obtain 
$22,500,000 in voluntary contributions to 
carry on their services at a level com- 
mensurate with community needs. The 
Fund asks business concerns and em- 
ployee groups for a minimum of $4,- 
500,000 as business’s share. 

The Fund’s eighth annual campaign 
was formally opened at a dinner May 2 
in the Hotel Astor, attended by 1500 
business, civic and social welfare lead- 
ers of New York City. 

The following committee members at- 
tended the meeting: Alexander H. Arn- 
stein, partner of Arnstein Bros. & Com- 
panv; Walter F. Beer, president, Walter 
F. Beer Company; Alfred Bookbinder, 
Benrus Watch Company; Harry J. 
Bromley, vice-president, The National 
Jeweler; Fred V. Cole, vice-president, 
Jeweters’ Crracutar - Keystone; Ben- 
jamin Gross, of the Benjamin and Ed- 
ward J. Gross Co.; Sam Hittner, gen- 
eral representative, Bulova Watch Com- 
pany, and Max Jacoby, president, 
Jacoby-Bender, Inc. 

Also, Leo Kaplan of Lazare Kaplan; 
S. Ralph Lazarus, partner, Benrus 
Watch Company and-Max Wolff of the 
Bulova Watch Company. 

Others serving on the committee are: 














H. W. Boynton, treasurer, Handy and 


/ 


——————.. 


Harmon; John Hall, district sales map. 
ager, Hamilton Watch Company; Henry 
Jacobson, partner, Jacobson Bros; 
George Klincik, partner, Heller-Hop 
Company, Inc.; Leo Nathan, president, 
S. Nathan and Company, Inc.; Herbert 
Ollendorf, president, Ollendorf Watch 
Co.; Edward Paskow, president, W, & 
V. Schmidt and Co.; and Max Stem, 
president, Max Stern and Company, 
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JEWELERS’ OWN 
MUTUAL COMPANY « 
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Jewelers are currently re- 
ceiving dividends of 40% on 
fire insurance, 25% on wind- 
storm and extended coverage. 
These savings are available to 
jewelers, their families and 
employees — insuring stock, 
fixtures, buildings (including 
homes). Send a card or letter 
for information. No salesman 
will call. 


NATIONAL JEWELERS MUTUALS 
FIRE INSURANCE COMPANY § 


104 E. Wisconsin Ave., Neenah, Wit 
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Guarantees with Strings 
Are Out, Rules FTC in 


Pen & Pencil Action 


The day of the life-time or eternal 

arantee is fast drawing to a close, if 
recent actions by the Federal Trade Com- 
mission are any indication. The com- 
mission recently issued orders directing 
four manufacturers of fountain pens to 
stop making “unqualified representations 
that their pens are unconditionally guar- 
anteed for the life of the user or for any 
other designated period, when a service 
charge is made for repairs or adjust- 
ments.” : 

Manufacturers named in the orders are 
the W. A. Schaeffer Pen Co., the Parker 
Pen Co., Eversharp, Inc., and L. E. 
Waterman Co. The commission found 
that each respondent has been following 
the policy of guaranteeing its pens and 
has been emphasizing in its advertising 
various terms to refer to the guarantee. 
Cited were Schaeffer’s “Guaranteed for 

* Life” Parker’s “Life Contract Guaran- 
tee,” Eversharp’s “Guaranteed Forever” 
and Waterman’s terms “100 Year Pen” 
and “Guaranteed for a Century.” 

The commission pointed out that no 
reference is made in the principal por- 
tions of the ads to the fact that the 
manufacturer makes a service charge, 
usually 35 cents, for servicing the pen. 
However, near the bottom of the layout 
there usually appears in small type a 
statement about the charge which ordi- 
narily would escape the attention of the 
average reader. Said the FTC: “Even 
if the statement were displayed promi- 
nently in the advertisements it would 
still be insufficient because it is incon- 
sistent with and contradictory of the re- 
spondents’ representations that their 
pens are unconditionally guaranteed for 
the life of the user or for 100 years, as 
the case may be.” 

The firms were ordered to “cease and 
desist” from using such terms as “Life- 
time,” “Guaranteed for Life,” etc., or 
Similar terms, to describe or refer to 

their pens, and to cease representing that 

the pens are unconditionally guaranteed 
unless they, without expense to the user, 
make any justified repairs during the 
designated period. 

According to the commission, “noth- 
ing in the orders is to be construed as 
prohibiting each respondent from repre- 
senting truthfully that the service on its 
pens (as distinguished from the pens 
themselves) is guaranteed for life or any 
other period of time, though the charge 
is imposed in connection with such ser- 
vicing, providing the terms of the guar- 
antee, including the amount of the 
charge, are clearly and conspicuously dis- 
closed in immediate conjunction with 
such representation.” 

In the order against the Parker Pen 
Co., the respondent was also directed to 
discontinue representing that its pens 
contain any smaller number of parts than 
other pens, when such is not the case, or 
that the points of their pens are “scratch- 
proof.” 


Mac Williams, Toledo, Ohio, jeweler, 
announces that he has taken in as a part- 


| ner, Sy Hartman, recently returned from 


the Armed Forces. Before entering the 
service, Mr. Hartman had been con- 
nected with the Thomas Jewelry com- 
pany of Pontiac, Michigan, and the Kay 
Jewelry Company of Washington, D. C., 
and Toledo. 





In almost every business the speed of turnover is a profit- 


determining factor. That’s why Air Express is of ever- 
increasing importance in the operations of business firms 
throughout the country. 

The speed of Air Express delivery is so fast that the in- 
ventory of suppliers anywhere in the nation is yours ina 
matter of hours. 

That’s why you can maintain a minimum inventory and 
still give customers good service. 


Specify Air Express — Low Cost for High Speed 


25 lbs., for instance, travels more than 500 miles for $4.38, more than 
1,000 miles for $8.75, more than 2,000 miles for $17.50, at a speed of three 
miles a minute — with cost including special pick-up and delivery in all 
U. S. cities and principal towns. Same-day delivery between many airport 
towns and cities. Rapid air-rail service to 23,000 off-airline points in the 
United States. Direct service to scores of foreign countries. 

Write today for “Quizzical Quizz,” a booklet packed with facts that will 
help you solve many a shipping problem. Railway Express Agency, Air 
Express Division, 230 Park Avenue, New York 17. Or ask for it at any 
Airline or Express office. 
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GETS THERE FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United St-tes 
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Gold + Gold Filled + Sterling 
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Crosses 


Rings 


Spray Pins 
Earrings 
Lockets 
Bracelets. . 
Barrets 


‘Watch Bands 


Jewelry Boxes 
TJdents 
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‘Gold Plated - Hand Polished 
Jeweled . . . 12.00 a dozen 
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When in New York City make the 


HOUSE OF JEZEBEL 


Dour Headquarters ! 
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REMEMBER 
JEZEBEL IS THE 
PERSONIFICATION OF 
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Relaxation of restrictions on produc- 
tion and.distribution of flatware as soon 
as possible after V-E Day has been 
recommended by members of the Flat- 
ware Manufacturers Industry Advisory 
Committee to the War Production 
Board. Also recommended was the prin- 
ciple that no purchaser, other than the 
armed services be permitted to apply 
or extend preference ratings on orders 
for flatware. — 

Increased military demands, such as 
the new jet propulsion program, are re- 
stricting the use of certain basic metals 
used in flatware manufacture, WPB 
spokesmen reported. During the second 
quarter of 1945, they said, the stainless 
steel situation has been so tight that 
production of stainless steel flatware 
for civilian uses is at a standstill. Until 
substantial cutbacks are made in pro- 
grams using stainless and sheet, copper 
and nickel, the industry will be unable 
to convert to pre-war production. 

Now under consideration by WPB is 
production of 46,000,000 pieces of flat- 
ware for both military and civilian pur- 
poses in the third quarter of 1945. Of 
this amount, 33,400,000 pieces have been 
suggested for production for civilian 
purposes. This number, if approved, 
would be slightly larger than that au- 
thorized in either the first or second 
quarter. Furthermore, it would mean 
an increase of more than 15,000,000 units 
over actual shipments of flatware in the 





Watch Men Protest 
{From page 229) 


can watch companies in cennection with 
the present war. 

“We believe it is entirely proper to 
extend these agreements as planned 
insofar as the time element is involved, 


but we feel the additional 50 per cent 


leeway permitted should be eliminated 
from the bill. Sufficient advantages will 
be given if the agreement is extended in 
its present form. 

“In taking this position we have tried 
to view the matter from its various 
angles, and our conclusion as _ repre- 
sented by this letter is one which we 
think should be fair for all concerned.” 

Since this letter was sent, the House 
passed the bill and the amendment and 
sent it on to the Senate for consid- 
eration. 





Harold Alberts Elected To 24 Karat 
Club of New York at May Meeting 


Harold Alberts of I. Alberts Sons of 
Boston was elected to membership in the 
24 Karat Club of New York City at the 
meeting of May 21, held in the head- 
quarters, 608 Fifth Avenue. Presiding at 
the meeting was President Reginald 
Reichman. 

It was unanimously decided that, 
owing to wartime shortages of gasoline, 
etc., the usual summer outing will be 
postponed. Discussion of the outing has 
been tabled until the September meeting, 
when, it is hoped, conditions may permit 
the usual festivities. 





After 50 years in business, W. C. Han- 
brick has sold his jewelry store in 
Berkeley, Calif. to C. N. Lee. 


/ 





WPB Foresees More Flatware in Near Future; 
Small Cutbacks Involving Copper Will Ease Situation 


shipments 81 per cent were distribute 
to non-military. purchasers, hate 


flatware manufacturers were outlined by 
WPB as follows: 


other time in the last three years anq 
is being allocated by WPB almost ¢. 
clusively for military purposes, 


copper a quarter is now indicated, this 
amount still is insufficient to meet gj 
demands. 
affecting copper is expected within 9 
days after V-E Day, and a larger one 
may be ordered in the following 90 days, 


was at a high rate, with a large portion 
consumed for the aircraft program. This 
material was reported as being more 
critical now than at any other time 
in the last year. 
supply of stainless steel scrap is avail. 
able for melting. 


cut back. Cuts have been made only 
in planned, not actual, increases in pro- 
duction. 


going and is expected to continue to go 
into production of flatware for civilian 
mass feeding purposes. 


release copper and more carbon steel 
than any other material used in flatware 
production, it was stated. 






fourth quarter of 1944. Of these latter 





The materials situation as it aff, 


Nickel is tighter now than at 


Though a supply of 435,000 tons of 


A small military cutback 


March production of stainless ste¢) 
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However, an ample 


Sheet steel usage has not yet been 


Some “idle and excess” steel has been 


Future cutbacks, it is expected, will }’ 
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SSILVER SKULL WATCH CFR . 
-- INTENDED TO REMIND THE *™ 
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THANKS TO C.4. LITTLEJONN-918 12° AVE., NORTH SEATTLE, WASH. 
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Fair Trade Council Seeks List of 
Price Maintained Brands 


The American Fair Trade Council—the 
organization which advocates the prac- 
tice of price maintenance through fair 
trade contracts—is endeavoring to com- 
pile a list of all manufacturers whose 
products are distributed under such 
agreements, and has asked for JC-K’s 
assistance in compiling such a list of 
firms and brands in the jewelry and al- 
lied fields. 

We have what we believe is a fairly 
complete list of this nature but in order 
to make sure that there are no omissions, 
all manufacturers who operate under fair 
trade contracts are asked to write to 
JC-K stating that fact and whether this 
arrangement applies to all the 46 states 
that permit such agreements or only in 
@ Part of them. In the latter event, please 
et |§ list the states in which the fair trade 
® ‘rangement is in force. 

} Letters should be addressed to Jewel- 
» 7 ets’ Circular-Keystone, 100 East 42nd 
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Regulation W... 

(From page 226) 
president; David R. Lakein, Baltimore, 
treasurer; Harry Groll, Wilmington, 
secretary. On the Board of Directors 
are Elwood A. Davis, Wilmington; Jay 
G. Engel, Baltimore; Edward Kleitz, 
Wilmington; James Levi, Baltimore; A. 
C. Mayer, Wilmington; S. Judson Mealy, 
Baltimore; C. Howard Millikin, Balti- 
more; I. T. Montgomery, ‘ Wilmington ; 
Sydney M. Selinger, Washington; Ar- 
thur I. Sundlun, Washington. 





Down 2 Per Cent 
(From page 227) 

Cash sales accounted for 52 per cent 
of the year’s jewelry business, charge ac- 
counts for 34 per cent, and installment 
sales for only 14 per cent. Inventories 
and accounts receivable were each 5 per 
cent less than a year ago. 

Rate of inventory turnover has 
speeded up noticeably over the general 
performance of a few years ago, the 
average for the district being now two 
stock turns a year. 








You were always Sure of 


GOOD CLOCKS 


from 


Gilbert 













BETTER Gilbert CLOCKS 
ARE COMING 
(both spring-driven and electric) 


When the material, the labor and 
the machines are no longer 
needed for producing the 
tools of war. 


When the “know how” gained 
during recent years of war 
production can start mak- 
ing even finer timepieces 
for the civilian market. 


When “post war planning” ceases 
to be a catch phrase and 
the “post victory” period 
becomes an actuality. 


Keep Your Post War Eye on 
GILBERT CLOCKS 








THE Wo. L. GILBERT 
Crock Corp. 


clock makers to the nation since 1807 


WINsTED, Conn. 


































BEFORE 
SELLING 
YOUR 
STORE 


| Get Our Bid! 


WE’LL PAY 
SPOT CASH 








for your entire store 
(stock, fixtures, etc.) 











® 


MORRIS | 


Square Deal Jeweler 


Operating Nine Retail 
Jewelry Stores 











655 FIFTH AVE. 
NEW YORK 22, N. Y. 


























Placing major emphasis on the fact 
that “distribution rather than production 
must play the major role in the postwar 
economy” and that if retail distribution 
is to contribute its vital share to the cre- 
ation of more jobs and the maintenance 
of purchasing power “more intensive re- 
tail selling and service is imperative,” 
the National Retail Dry Goods Associa- 
tion’s Postwar Committee on Better 
Selling recently issued a 28-page report 
on the subject, entitled “Gearing Man- 
agement for Better Selling.” 

The report stresses that “Better Sell- 
ing is not just the final act of service to 
the customer, but is in effect ‘running 
our business better,’ for the primary 
function of retailing is to sell merchan- 
dise, and selling and service are the mer- 
chant’s only justification for existing. 
The best and most carefully selected 
merchandise is lessened in value if it is 
not properly presented and effectively 
sold. 

“It requires,” the report continues, 
“the harnessing and organizing of all 
store functions so that the retailer can 
perform all his operations more effec- 
tively toward a single goal of better 
service. 

“Better Selling means better over-all 
sales performance than existed prior to 
the war—not just better than that of- 
fered customers during these unusual 
times.” 

The committee lists the following 11 
principles as being essential to any suc- 





Vogt Heads Gem Institute Board 
Of Governors Second Term; Also 
Name Josephson, Homann to Office 


The Board of Governors of the Gemo- 
logical Institute of America, Inc., will be 
headed for a second term by Leo J. 
Vogt, Certified Gemologist, executive 
head of Hess & Culbertson, St. Louis. 
For many years nationally, known in the 
jewelry industry, Vogt had held office 
as secretary of G.I.A.’s Board of Gov- 
ernors for several years before his elec- 
tion as the group’s chairman. 

Other officers of the Board of Gov- 
ernors, executive body of the Institute, 
elected at the Board’s meetings April 23 
and 25 at Gulfport, are: Clifford I. 
Josephson, Jr., Certified Gemologist of 
Moline, Ill., vice-chairman; and Oscar C. 
Homann, Registered Jeweler of C. B. 
Brown Co., Omaha, secretary. 

Corporation officers, reelected, were: 
Edward Wigglesworth, Ph.D., C.G., Di- 
rector of G.I.A.’s Eastern Headquarters 
at Boston, president; and Percy K. Loud, 
Registered Jeweler, Wright, Kay & Co., 
Detroit, secretary-treasurer of the Cor- 
poration. 

Members of the Board of Governors 
in addition to officers are: Nolte C. 
Ament, C.G., Louisville; Carleton G. 
Broer, C.G., Toledo; Glynn Cremer, 
C.G., La Crosse, Wis.; Louis Esser, R.J., 


Milwaukee; Myron Everts, R.J., Dallas; . 


Paul S. Hardy, Pittsburgh; Edward F. 
Herschede, C.G., Cincinnati; John S. 
Kennard, C.G., Boston; Burton Joseph, 
R.J., Des Moines; H. Paul Juergens, 
C.G., Chicago; William H. Schwanke, 
R.J., Milwaukee; F. B. Thurber, C.G., 
Providence; and Jerome B. Wiss, New- 
ark. 


NRDGA Offers Eleven Principles Essential To Better | 
Selling In New Booklet On Post War Retailing Problems 


cessful program for better 

1. Top management must take ae 
rect and active interest in achieving bet, 
ter selling. 

2.-The store’s organization must he 
revised and geared to accomplish this 
objective. 

8. Lines of authority and responsijhjj. 
ity must be clearly defined and assigned 
from top management down. 

4. Personnel Administration must } 
re-evaluated, assigned its proper role 
and made directly responsible to top 
management. - 

5. Human values as well as van- 
dise values must occupy their 
place in any effective selling program, 

6. Personnel policies covering @j 
phases of employer-employee relation 
must be formalized, publicized in 
ing, thoroughly understood by allem 
ployees and consistently enforced, 

7. Responsibility for the maintenang 
of continuous on-the-job training must 
rest with the department manager 







- supervisor. 


8. All store jobs must be re-analyzed, 
defined and properly evaluated. 

9. “Selling” must be established as 4 
profession and career in itself. 

10. Selling methods, employment 
standards and training techniques for 
certain selling and non-selling depart. 
ments must be analyzed and revised to 
meet specialized competition. 

11. All activities must be constantly 
directed to the store’s primary purpose 
of “selling and service.” 






























Earrings in various patterns in 14 KT 

Green and Gold 

sizes; also Bill Clips, Charms 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; hl 

rings, Cuff Links and Studs to mateb 
Our comprehensive line of 
Gold, Platinum and Enam- 
eled Novelties, includin 





St. Christopher Key—14 Kt in three 








Vanity, Cigarette and Ca 
Cases are distinctive and 
have sales appeal, 


CLIFFORD A. MILLER & CO., Ine. 
Manufacturers 
64 West 48th Street 
New York 
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After 22 months of active service on 
western front, Charles Smith of 
Smith & West, Lincoln-Liberty Build- 
Philadelphia, returned to the United 
just a month before V-E Day. 
Smith had served Uncle Sam for 
gver four years, having had two years 
of training here before being sent 
sproad. Sgt. Smith’s European adven- 


SGT. CHARLES 
SMITH 


tures included a stay in a German prison 
camp. For a time, he had been believed 
missing, but letters received by the firm 
jast January reassured his friends. Sgt. 
Smith and Albert H. West, his partner, 
were formerly connected with S. Kind 
and Sons. 

(Pvt. Murray Bailes, formerly giftware 
and.appliance buyer for L. Luria & Son, 
Inc. 1600 Fifth Avenue, recently com- 
pleted a 30-day furlough in the States 








BLACK ONYX 


ALL SIZES 


* 


SYNTHETIC 
RUBIES 


ROUND & SQUARE 


* 
MAX SCHUSTER 


10 WEST 47th STREET 
NEW YORK 
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At Camp, Base, Fighting Front 








| BUY MORE WAR BONDS 
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and is returning to his station in Sai- 
pan. 

4 Somewhere in the Apennines, the busy 
laboratory personnel of the 83rd General 
Hospital have recently completed a total 
of 115,000 laboratory tests from July, 


1948, to April, 1945. Included among 
the personnel is T/4 Milton J. Berkow, 
who was associated with his father in 
the firm of Reiner and Berkow, Inc., 
manufacturing jewelers, at 42 West 48th 
Street, New York City. Working on a 
24-hour schedule, seven days a week, the 
average number of monthly tests per- 
formed during the hospital’s activation 
periods is 8000 to 10,000. Hand picked 
because of special abilities, the men have 
been giver months of intensive training 
in army medical schools and periodical 
follow-up lectures on the latest tech- 
niques. As a result, the laboratory is 
comparable to that in any large hospital 
in the States. Sgt. Berkow entered the 
army in March, 1941, and has been over- 
seas since July, 1943, serving with his 
present unit in North Africa and Italy. 
“Often our work takes us into the wards 
of the more seriously wounded,” said 
Sgt. Berkow. ‘‘And when we see the cour- 
age with which these fighting men of the 
Fifth Army bear their pain, it gives us 
an added incentive to do our jobs re- 
gardless of hours or how tired we may 
become.” Originating at the Albany Hos- 
pital, Albany, N. Y., the 38rd General 
Hospital has cared for casualties from 
every major Italian campaign. Chief of 
the laboratory is Lt. Col. John K. Miller, 
former bacteriologist and pathologist for 
the Division of Laboratories and Re- 
search of the New York State Depart- 
ment of Health. This hospital is an 
important unit of Peninsular Base Sec- 
tion, Service and Supply organization 
for Fifth Army and for the ground 
forces of the U. S. Air Corps and Navy 
in the Mediterranean theater. 


q Lt. Walter P. Karlan, son of Jacob 
Karlan of Karlan & Bleicher, Inc., New 
York City, is on active duty as a flight 
officer, stationed somewhere in the Phil- 
ippine area. 


Lt. Karlan celebrated his 


LT.. WALTER 
P. KARLAN 





28rd birthday in March, A member of the 
817th Troup Carrier Group, he was one 
of those who helped bring paratroopers 
to Manila and Corregidor. Before en- 
tering the army, Lt. Karlan was a stu- 
dent at the University of Pennsylvania. 


q Pfc. William E. Purcell, whose parents 
run a jewelry store in Danville, Ky., has 
been awarded the expert combat infan- 
tryman’s badge. The young soldier is 
currently serving with the Third Army 
in Germany. 























Hard - To - Get TJtems | 


NOW AVAILABLE 
In Limited Quantities 


Send your orders . . . we'll deliver. 
Same high quality . . . same fine 
workmanship . . . same depend- 
able service as always. Popular 


prices with good mark-ups. 





Cavalier 
sterling silver 
and gold 
decorated 
buckles with 
assorted 
shields for 


monograms. 
Also available in 1/20 yellow gold filled. 


BRAXTON BELTS 


America’s 
finest belts 
and the only 
belt made 
with pat- 
ented 
DOUBLE 
COMFORT 
feature bulit 
in to prevent 
sliding. 


oe 
BLACK OR BROWN CALFSKIN 
GENUINE PIGSKIN 











BRACELETS 





Genuine heavy-weight sterling or 1/20 
yellow gold filled. Shields for mono- 
grams. a 
Write today for prices 
and deliveries. 


Ax 


QUEEN CITY BUCKLE MFG. CO. 


























DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fahcies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


BLACK ONYX 


Plain or Drilled 
SYNTHETIC RUBIES 


MAX STERN « co. 


importers 


17-23 John St. New York 
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At Camp Base, Fighting Front 


4 Award of a direct commission from 
the enlisted ranks to David Hirschhorn, 
of Newark, N. J., and Madison; Wis., 
has been announced at U. S. troop car- 
rier forces headquarters. Sec. Lt. Hirsch- 
horn was promoted from the grade of 
staff sergeant. Now assigned to the ad- 
jutant general section at troop carrier 
headquarters, Lt. Hirschhorn has handled 
administrative: and classification duties 
since entering the service in April, 1943. 
During the year and one-half ‘period Lt. 
Hirschhorn has been with troop carrier, 
the paratroop-carrying, glider-towing 
C-47 skytrains have carried out the air- 


LT. DAVID 
HIRSCHHORN 





borne invasions of Normandy, southern 
France and Holland, have flown over 
130,000 tons of priority supplies to Bas- 
togne and frontline airstrips, and have 
evacuated over 152,000 wounded soldiers 
from battlefields to rear zone hospitals. 
Peacetime assistant director of advertis- 
ing for Art Metal Works, Inc., Newark, 
N. J., Lt. Hirschhorn, graduated from 
New York University School of Com- 
merce in 1941, and has earned three bat- 
tle: stars for participation in the cam- 
paigns of Normandy, northern France 
and Germany. 

q S/Sgt. Earl Korff recently wrote his 
father, Samuel Z. Korff, manufacturing 
jeweler of Philadelphia, requesting that 
he obtain for him a subscription to 


SGT. EARL 
KORFF 





JC-K. Mr. Korff contacted us and we 
straightaway complied. with the - ser- 
geant’s modest request. Sgt. Korff, inci- 
dentally, is now stationed in the Aleu- 
tian Islands. 

q Pat Patterson, who was a salesman for 
Klein Bros., Cincinnati, before entering 
the Army, has been returned to this 
country for further hospitalization after 
treatment in England. He had suffered 
an arm injury in a jeep accident shortly 
before D Day, but returned to combat in 
time to take part in pushing the Ger- 
mans from the Belgian bulge. He was 
hospitalized, however, when his arm 
again began to trouble him and is ex- 
pecting a sick leave soon. 


q The Boston boys are everywhen. 
Samuel Fisher, formerly with Sidney, 
Fisher & Bro., Jewelers Building, is now 
a machinist mate 2c. with the navy ay 
stationed in the Pacific.—Ilst Lt, 
Karsh, formerly with Travis, Farber § 
Co., Jewelers Building, was liberated by 
the Russians after spending 14 monthy 
in the Nazi’s No. 1 prison camp at 
lagworth—Lt. Charles Gerstein, fgg. 
merly with B. Yaffe & Sons, 

was transferred from Texas to L ’ 
Field, Va. He is an instructor in hp 
Radar Division of the Air (Co 
Hymie Sandler, of Sandler’s J 
Co., Gloucester, has just returned from 
the Pacific where he was serving in th 
navy, and will be stationed in Ney 
Hampshire for a _ while.—William j, 
(Billy) Murray, engraver in the Jey. 
clers Building, is proud to announce tha 
his daughter was recently promoted ty 
yeoman 2c. with the Spars.—Staff 
James T. Hossley, formerly head of 
watch department with D. C. Percival & 
Co., and stationed at Camp Lee, Va, 
wearing a special wreath, meritorioy 
award, unit citation.—Cpl. Harry T, S& 
derquist, formerly with D. C. Percival 
& Co., reports now from the Hump Con 
trol Office, India.—Lt. Lee Ernst, son of 
Lorenzo E. Ernst, with the Naval Aj 
Corps, was home on furlough in May— 
Ist Lt. George MacMonagle, forme 
with the silver department at A. Sto 

& Co., is home on furlough after 40 mig. 
sions over Germany. 


ee 
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Watch Repairing 
For the Trade 


Let our staff of expert 
watchmakers help you 
build a successful watch 
repair department. We 
are in a position to offer 
you excellent service and 
good workmanship at mod- 
erate prices. 


You have our personal as- 
surance of a perfect .epair 
for every job mailed to us, 
and we will assume the re- 
sponsibility thereafter. 
Now—all you have to do 
is to mail us your repairs 
and we will return them 
upon completion at earliest 
possible date. 


LOUIS PERLOFF 


737 Walnut St. 
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|| [the Jewelers Square Club is aiming at 
y ‘ of $10,000,000 as its contribution 
ape Seventh War Loan. The greatness 

Mr that sum doesn’t feaze the member- 





& have already bought something 
ated by een million dollars worth of 
month since the Third War Loan. Chair- 
at Sta. of the War Bond committee is 
for. «pil” Stern of Stern & Stern, Inc., who 
ca presided at a meeting on April 16. Co- 
angley n are George J. Klinick, Heller 
{nthe Hope Co.; Samuel Schector, Kingston 
PEPE | Yaich Co.; Ben Rosenthal, Rosenthal & 
pipe. ; Sam Dorsky, Longines Witt- 
} Ai nauer, and Sam. Aaron of Stern & Stern. 
1 ee The Nastrix Watch Co., formerly at 
am J §j Nassau Street, is now located at 11 
2 Jan fast 47th Street. Also at that address 
ce tha the Nassau Distributing Co., Inc., 
sted ty | and the Nadis Ring Co., Inc. 


ff ¢ Prt. Irving Kellner paid a surprise 
‘of weit to the Bernat Co. office, 9-11-18 
cival & Maiden Lane, after two and one-half 
Va, jg | Years in the Central Pacific. Pvt. Kell- 
torion ner had been office manager from the 

inception of the firm in 1937 until 1942, 


aa when he entered the army. 
p Con. Abraham Haber, formerly at 93 Nas- 


su Street, wants his friends in the jew- 
al dry business to know that he’s still 
around. Right now, and for the past 
four years, he’s been holding a post in a 
‘ ment agency, but he plans to re- 
0 mis. | tum to jewelry as soon as the war is 


over. 
members of the Precious Stone 
ae ts Association have agreed to keep 
mum | their offices closed from June 29 to July 
1, conforming with the usual two-week 
dosing period observed by most jewelry 
g manufacturers. 
4A War Bond rally was held at the 
headquarters of the Diamond Dealers 
Club, 86 W. 47 Street, on May 23, in 
support of the Seventh War Loan. Be- 
cause of a press deadline, a description 
rt || ofthe event will have to wait until the 
u July issue. Herman Dreiblat was chair- 
man of the committee in charge of the 
h | | mally. 
le (The Jewelers Conference Group, es- 
tablished in 1935, held its annual meet- 
ig at the Waldorf-Astoria on April 12 
ad 18. Allen Davidson of Thomas Long 
Company, Boston, chairman of the group, 
om and led the discussion of retail 
problems. Wilson H. Streeter 
# Bailey Banks and Biddle, Philadel- 
lia, visited the group as a representa- 
tive of the Jewelers Research Group, 
Charles Evans, secretary of the 
ANRJA, represented that organization. 
The next scheduled meeting will take 
in New York on Aug. 22. Attend- 
the April meeting were members of 
§ Kind & Sons, Philadelphia; Broer 
Freeman Co., Toledo; E. J. Sheer, Inc., 
er; Galt & Brother, Inc., Wash- 
D. C.; Carter Bros. Co., Port- 
iT lind, Me.; S. Jacobs & Co. Minne- 
{ ; Thomas Long Co., Boston; Wiss 
Inc., Newark; Henebry & Sons, 
Roanoke; Robert Koerber, Inc., Fort 
Wayne, Ind., and F. J. Preston & Son, 
gton, Vt. 
og International Jewelers Exchange, 
oe purchased from the City Bank 


5 as 


ss * & 


ts Trust Company the four Sve- 
, buildings at 49 to 55 W. 47th 





m: June, 1945 








New York Manufacturers May Stay 
In 48th Street Building, Court 
Rules After Eviction Threat 


Tenants of the building at 48 West 
48th St.. New York City—mostly manu- 
facturing jewelers—have won the first 
round in their effort to retain their pres- 
ent quarters against the attempt of the 
building owner to oust them. 

Basing his action on the ground that 
the section of the New York Building 
Code applicable to this building forbade 
the use of space in it for manufacturing 
purposes, Albert M. Greenfield, agent for 
the landlord, brought legal proceedings 
last month, against 22 of the tenants 
seeking to void their leases and force 
them to move to other locations. Be- 
cause of the present-day shortage of suit- 
able space in the jewelry district, the 
tenants objected, formed a committee to 
oppose the action and engaged Irving E. 
Kanner, as attorney, to defend their 
position in court. 

The case came up for hearing on Fri- 
day, May 4, in the Municipal Court and 
was decided in favor of the tenants by 
Magistrate George Hays. He ruled that 
because of the hardship that would be 
involved and the fact that the landlord 
had knowingly admitted the defendants 
as tenants, they should be permitted to 
continue to occupy their present quar- 
ters for the remainder of their leases. 

No announcement has been made by 
the building management as to whether 
the decision will be appealed to a higher 
court. 


One Million Is Bond Drive Goal 
Of Associated Jewelers, Inc. 


A goal of one million dollars has been 
set by the Associated Jewelers, Inc., as 
their contribution in the Seventh War 
Loan drive. More than half of that total 
was pledged by a group of members who 
attended a dinner meeting in the Park 
Central Hotel in New York on April 26. 


It was through the efforts of Henry 
Peterson of the Feature Ring Company, 
newly appointed chairman of the group’s 
Bond Drive, that the 48 members pres- 
ent pledged $600,000. It was anticipated 
that when the balance of the member- 
ship have been heard from, the group’s 
quota will be surpassed. 

The organization, whose membership 
is drawn from the manufacturing 
jewelers of New York, last winter 
topped its quota in the Sixth Bond Drive 
with an average sale of bonds of $13,000 
for each member. In the recent Red 
Cross drive they topped their quota by 
32 per cent in what they believe was the 
best individual showing of the entire 
jewelry industry. 

Named as co-chairman in the coming 
drive were: Walter Beer, president of 
the group; Louis Flyer, Norris Rubin, 
David Sarkin, David Schapiro, and Phil 
Skalet. Other members of the commit- 
tee are: Phil Krasnow, Jack Japka, Her- 
man Ostrin, Dave Selikoff, I. Tennen, 
Arthur Goldstein and P. N. Schrager. 





Spring Bars 
Male and Female 


American Set Jewels 
Elgin—Hamilton—Waltham 
Illinois 
Sold ‘wholesale only—write for 

prices and further information. 


CROWN IMPORTING CO. 


116 Nassau St. New York 7, N. Y. 














DIAMONDS ALL SIZES 


single-cut from % to 4 pointers, 
swigs-eut and full eut frem 5 to 10 
pointers, finest poil- 
ishing from Pales- 
tine. Also sizes from 
10 pointers to 4 carats ; 
each. For prices please 
phene LOngacre 5-3673, or 


H. SORIN, 576 Sth Ave., N. ¥.19, N.Y. 











SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


4 d 
65 NASSAU STREET MEW Y 
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ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 











ENCRUSTERS 
STONE RINGS ENGRAVED 


e@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Ratimates furnished without edligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 


MEA 





The wu 


NORMAN Mf. WVORKRIS 


08 eth Ave... Nes 










































































& STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalcg 


277 HALSEY ST 


NEWARK 2, .N. J. 
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Rich CostumMsE JewRLry 


Executed in beautiful designs 
in Sterling Silver, with an 
exceptionally Fine Gold Finish. 


JOSEPH A. RICH 


Manefacturing Jeweler 
198 Broadway New York, N. Y. 








WATCH ATTACHMENTS 
D 


14.K. GOL 
POPULAR PRICES 
Immediate Delivery 


Sybania ewe ny. ra 


580 Sth Ave. New York 19, N. Y. 














The Jewelers’ “Bible’”’ 
of Window Display 
Trims and Store Fix- 
tures is yours FREE. 
40 pages of ideas. Send 
for it! 


Edwin Freed 







1233 SIXTH AVE. AT 49th ST. 
New York 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
. dlso 
SPECIAL ORDER WORK 
ESTABLISHED i910 
M. J. STERN 
61 Beekman St. New York City 


















Tone Up Your Displays 
with GOLD or SILVER 
Lace Paper DOILIES 
Packed 100 Gold or 100 Silver $ 
in Box .- - = = = = #= «= @ 
Postpaid on receipt of cheek, no ¢.0.d.’s 
RELIANCE PAPER CO. b.:0*"0"", 3* 












“Sine English” 
SILVER POLISH 


Tested and approved by 
leading silver houses. 
Write for free sample 
WONDER CHEMICAL CO. 
$45 Third Ave. Brooklya, N. Y. 
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No Convention Or Show In 1945 For 
NACJ. But Plans For °46 Go Forward 


The Executive Committee of the Na- 
tional Association of Credit Jewelers met 
in New York on May 14 and voted 
unanimously that the association should 
hold no convention or jewelry show in 
1945,,in view of the fact that the trans- 
portation bottleneck which caused the 
Office of Defense Transportation to ban 
such evénts, will undoubtedly continue 
for a considerable time to come. 

Having voluntarily given up its con- 
ventions and shows for the past three 
years, NACJ takes the view that to even 
consider holding one this summer in view 


-of the need for unhampered transporta- 


tion facilities for carrying men and 
materials to the Pacific area would be 
unjustified and unpatriotic. 

In the hope that the Japanese war 
may come to an end within the next 12 
months, tentative plans were made for 
the resumption of the annual show and 
convention in 1946, subject to develop- 
ments in the interim. The event if it is 
held, will be staged in the Stevens Hotel, 





the last three days in July and the firg 
day in August, but it is emphasized thy 
all arrangements at the present time are 
purely tentative. 

Replacing the national convention, jt 
is planned to hold a series of local meet. 
ings in various key cities around 
country, which will be attended only 
installment jewelers in the immediate 
vicinity of the town in which the meet. 
ing is held. Secretary William Wa 
is planning to start.shortly on a 
around the country for the purpose of 
conducting a series of such meetings, 

The Executive Committee also voteg 
its endorsement of the decision of the 
Jewelers Vigilance Committee in 
a trade conference meeting under the 
Federal Trade Commission to consider g 
code of trade practices applying to the 
terms, “gold,” “solid gold,” “karat gold” 
etc. and instructed the secretary to 
notify the Federal Trade Commission 
that the association favors the holding 
of such a meeting. 





Publicity Board 
(From page 227) 


fred J. Roden, Roden Brothers, Ltd.; 
Cecil B. Strachen. 


At Large 

George Engelhard, National Jeweler; 
Peter Fahrendorf, Jewerers’ Crmcuar- 
Keystone; Gustav H. Niemeyer, Handy 
& Harman. 


STEERING COMMITTEE 


For the handling of month-to-month 
operations, a smaller committee has been 
named, which will be known as the Steer- 
ing Committee and will work in close 
conjunction with the officers. Its mem- 
bers are as follows: 


Retailers 

Seymour Greenberg, Royal Diamond 
& Watch Co.; Victor A. Lambert, Lam- 
bert Bros. Co.; Charles J. Michaels, 
Michaels, Inc.; Wilson <A. Streeter, 
Bailey, Banks & Biddle Co. 


Watches 


John Hall, Hamilton Watch Co.; Leo 
Kamion, Waltham Watch Co.; Oscar M. 
Lazrus, Benrus Watch Co.; Norman M. 
Morris, Norman M. Morris, Inc.; Ray F. 
Warren, Bulova Watch Co. 


Silverware 
Harley H. Noyes, Oneida, Ltd. 


Gold & Platinum Jewelry 


Herman L. Baskin, Baskin Bros., Inc.; 
Louis Heyman, Oscar Heyman & Bros., 
Inc.; Leonard Shiman, Shiman Mfg. Co. 


Costume & Gold Plated Jewelry 


Edward O. Otis, Jr.; Gerald Rosen- 
berger, Coro, Inc, 


Diamonds & Colored Stones 
Henry I. Jacobson, Jacobson Bros.; 
Leopold Nathan, S. Nathan & Co. 





Wholesalers 


Harold Alberts, I. Alberts’ Sons, Inc,; 
Jerome L. Grant, American Jewelry Dis- 
tributors, Inc.; John Fisher, H. O. Hurl 
bert Co. 


Trade Press 


Harry J. Bromley, National Jeweler; 
Fred V. Cole, Jewerers’ Crcvunar-Key- 
STONE. 


- At Large 


Gustav H. Niemeyer, Handy & Har- 
man. 


INST. OF PUBLIC RELATIONS 
TAKES OVER 

The first meeting of the Steering Com- 
mittee was held at the rooms of the 4 
Karat Club in New York, on May 2, to 
listen to and consider a proposal for 


‘public relations program from the firm 


of Ivy Lee & R. J. Ross, prominent pub 
lic relations experts, presented by Mr, 
Ross. After hearing him the committe 
went into an executive session to decide 
between Mr. Ross’ firm and that of the 
Institute of Public Relations whose prv- 
gram was laid before the Board at the 
meeting on March 7 by John W. Dar, 
IPR president. The committee fayored 
the selection of the Institute of Public 
Relations as appearing to have a better 
grasp of the subject and a more conerelt 
program of action. 

Accordingly, a further meeting of the 
Steering Committee with Mr. Darr wa 
held on May 14, at which time it wa 
voted to engage his services as ove 
public relations counsel. The first step 
in the new effort will be to consider 4 
survey among consumers to determine 
the answers to such questions as, “How 
the public regards the retail jeweler’ 
“Why people buy or do not buy jewel 
—“How jewelry items stand in 
favor in comparison with other classes of 
products with which they compete for 
the consumer dollar’—in short, an effort 
will be made to secure the sort of 


(Please turn to page 241) 
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powles Defends 75 Per Cent Markup 


Ceiling On Imports 


In a reply to objections voiced by 
ANRJA, OPA Administrator Chester 
Bowles recently clarified the new “Maxi- 
mum Import Price Regulation Order 
No, 83,” which places a markup ceiling 
of 75 per cent on imported jewelry, sil- 
yerware, cigarette lighters and pottery. 
ANRJA had asked for an extension of 
time before requiring retailers to re- 
rice the merchandise and requested an 
allowance of a markup cost greater than 


15 per cent. 

Mr. Bowles’ letter appears in the lat- 
est issue of ANRJA Bulletin and says, 
in part, “We do not believe the problem 
of repricing goods in stock should place 
any great burden on the retailer. ‘That 
js because retailers, as we understand, 
have very little goods in stock which 
they have been entitled to sell under the 
Maximum Import Price Regulation 
without application to this Office for ex- 
press approval of their prices.” 

Secondly, Mr. Bowles pointed out, 
“The only goods in stock which must be 
repriced are those which are the same as 

s sold by the retailer in March, 
1942, or which he has continued to sell 
at prices established under the General 
Maximum Price Regulation prior to 
Aug. 20, 1943... . Very little goods now 
in stock comes within those categories 
which must be repriced.” 

In regard to the reduction of the per- 
mitted markup on cost for the merchan- 
dis; Mr. Bowles declared that it was 
“of course intentional and, as a matter 
of fact, was required if we were to be 
consistent with the formula of the regu- 
lation and with the prices we have here- 





SPITE WALL 





Granville's of San Francisco knows a thing 
or two about making use of one's resources. 
The Schmidt Building, which seems to em- 
brace the building in which Granville's is 
located, has the windows on two sides 
blocked by a “spite wall", erected as a re- 
sult of a feud between the former owners of 
Schmidt's and the Granville building. With 
simple ingenuity, the jeweler turned an eye- 
sore into an advertising space by painting 
it dark blue and telling, in big white letters, 
what Granville will offer after the war. 


POR JUNE, 1945 





In ANRJA Letter 


tofore approved for retailers of these 
types of goods. The reason for this re- 
duction in markup . . . was that it pro- 
vides substantially the same dollar-and- 
cent return as the retailer realized when 
he used his former markup on a much 
lower cost.” 


“There are, of course, some goods 
which have not advanced in cost and 
which, were the markup reduced to 75 
per cent, would not return the historical 
dollar-and-cent markup. Order No. 83 
recognizes this and provides that where 
the supplier certifies on his invoice that 
his price does not exceed his March, 
1942, price to retailers, the retailer may 
increase his 75 per cent markup by one- 
third,” he further explained. 


Mr. Bowles concluded by saying that 
he sincerely believes that “retailers will 
find no difficulty in operating under Or- 
der No. 83.” In the same issue of the 
ANRJA Bulletin, the editor states that 
“we appreciate the fact that Mr. Bowles’ 
position is one of great difficulty and we 
have given every possible cooperation to 
OPA and its various divisions.” 


JBA Presents Torahs to European 
Congregations in Moving Ceremony 


In an impressive ceremony at the Cqm- 
munity Center Auditorium at the Con- 
gregation. B’Nai Jeshurun, New York 
City, on Tuesday evening, May 15, the 
New York Jewelers Benevolent Associa- 
tion dedicated and presented a torah 
(sacred scroll) to each of three Jewish 
congregations in Europe, whose temples 
had been destroyed or despoiled under 
the Nazis. 

The funds for procurement of the 
torahs were rgised by voluntary subscrip- 
tion among the members of the Benevo- 
lent Association. ~ 


Following the singing of the National 


Anthem and Hatikvah, and the invoca- | 
Sidney Nissenbaum, | 


tion by Rabbi 
Honorary President Louis Cutler of the 
organization, presided, after being in- 
troduced bv President Arthur Bergman 
who opened the ceremonies. A group 


~ of musical numbers followed Mr. Cutler’s 


address, after which a formal procession 
escorted by a color guard of Jewish 
veterans of the American Legion brought 
the torahs to the dais where they were 
presented by Honorary President Harry 
Wittman, and accepted in behalf of the 
European congregations by Dr. Bernard 
Kahn, Honorary Chairman of the Euro- 
pean Executive Council of the Jewish 
Joint Distribution Committee. 





Publicity Board 
(From page 240) 


formation needed to determine what ap- 
peals, what channels of publicity and 
what methods will be likely to be most 
effective in stimulating and maintaining 
the jewelry business. After the survey 
is concluded and the data formulated, a 
program will be drawn up and put into 
execution as promptly thereafter as pos- 
sible. It is expected that the process 
will take perhaps four to six months. 


















Sold 
in widths 
from 2 m.m. 
to 7 m.m, 

in Pink and 
Yellow Gold. 
10K. 14K. 


NIASH 


REFINING CO., INC. 
116 Nassau St., N.Y.C. 














Contracts Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 

















ART-CRAFT JEWELRY CO. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1 West 47th St. New York 19 














10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 








“CHAMPION” RING GUARDS 
Easy te Insert & Adjust 
ASSORTED SIZES 


Orders Attended to Promptly 


CHAMPION JEWELRY CO. 
37 MAIDEN LANE 
NEW YORK, 7, N. Y. 
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Specializing 
in 
Cutting Semi-Precious 
STONES 
in quantity 


PHILIP F. POPOLLA 
Imports—Lapidary 


33 W. 46th ST. = N.Y. CITY 

















(WATCHES IMMEDIATE DELIVERY \ 
Ladies & Gents, 7-15-17 Jewels 
Alse Gents {0% Ligne Wrist Watehes with 
Sweephand. Gents 7-15-17 Jewel Waterpreef with 


and without Sweephand. Ladies Gold and Gold 
Filled Foh Watehes, 7-15-17 Jewels. 


LOUIS VAN ZATSMAN 


7 West 44th St., New York 18, N. Y. 
\. Phone: MU. 2-9883, MU. 2-9461. 











NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYWOUR, CONN. 








ATTENTION JEWELERS! 
We do work of every description 


CONTRACTING — REPAIR WORK 
SPECIAL ORDER WORK GIVEN 
PROMPT ATTENTION 


all work guaranteed 


SUPERIOR JEWELERS 
170 East 51st St. New York 22, N. Y. 














TY AY ES 


STERLING 


¥ | wesaeeee hats 


Ps don Ste 


4 STERLING SILVER 


lL STONE 


W . RICHARDS CO. 
TTLEBOR A 5 


JEWELRY 





242 











q All jewelry trade routes led to Room 
711 in the Jewelers’ Building, Boston, on 
May 10, when Louis F. Guiness, Inc., for 
nearly 35 years on the ninth floor, held 
open house in their new quarters, for- 
merly occupied by Isadore Paull, who 
died on Feb. 22. The 24-foot office has 
been completely renovated and parti- 
tioned into four small offices. “We. got 
a lot out of a little room,” commented 
Mr. Guiness, Sr., who, with his wife and 
daughter Beatrice helped entertain the 
visitors. Son Edward, with his wife and 
their daughter Anne, also aided, as did 
Miss Frances Goldstein, official hostess. 
The firm was recipient of many floral 
tributes and countless good wishes. 


q J. Rockman & Son, who shared quar- 
ters with the Guiness firm on the ninth 
floor, have now expanded to take in the 
entire space in Room 905. Henry R. 
Arnold is now with Rockman’s. 


q Out-of-town visitors noted among Bos- 
ton’s jewelry trade circles this last 
month included: Myer Kassner, of La- 
conia, N. H.; John F. Sullivan, of Jean 
P. Howes & Co., Keene, N. H.; Mr. and 
Mrs. Francis E. Bray, of Manchester, 
Conn.; Mr. and Mrs. G. F. Milkey, of 
Turners Falls, Mass.; Orrin Fredette, 
of Orrin’s Watch Shop, Dover, N. H.; 
Mr. and Mrs. Stowers, of Stowers’ Jew- 
elry Store, Falmouth, Mass.; Mrs. 
Schultz, of Case-Jeweler, New Bedford; 
A. J. Larochelle, of Rochester, N. H.; G. 
K. Howe, of Sanford, Me., and the Mc- 
Kenney brothers, Harry B., of Machias, 
Me. 


qV-E Day in Boston saw one jeweler’s 
window completely boarded up— the 
Thomas Long Company. Others, includ- 
ing Smith-Patterson, Shreve, Crump & 
Low Co., A. Stowell & Co. and Big- 
elow, Kennard & Co., removed all mer- 
chandise and decorated the windows 
with flags and patriotic displays. 


q Two Boston jewelry firms each re- 
ported two breaks this last mpnth. At Tre- 
fry & Partridge, thieves broke a win- 
dow on the Beacon Street side, removing 
$400 worth of merchandise. Within a 
week, the window on the Park Street 
side was broken and $600 worth of goods 
removed. An outside display case in 
front of Church Company, 480 Washing- 
ton Street, was smashed during the 
night, and on the following day, in day- 
light, it was broken into again and $300 
worth of merchandise stolen. 


q Reason for that broad smile on the 
face of Everett Hardy of D. C. Percival 
& Co., Inc.: He’s the proud granddaddy 
of Dale Hardy, born May 5, daughter 
of Lt. Dana P. and Betty Hardy. 
4 Philip Barber, just discharged from the 
Army, is now associated with the firm 
of S. Barber & Sons, 712 Washington 
Building. 

C. W. Somers Co. and F. Phillips & 

-» 603 Washington Building, have just 
had their quarters entirely redecorated. 

E. L. Endman, sales manager of 
Swartchild & Co., Chicago, paid a visit 
to the Boston office early in May and 
also visited Waltham Watch Co., in 
Waltham. 


q Forrest E. Hammerquist, engraver in 
the Washington Building, who has been 
building up for the 100 class on the 


%e 
bd / 





Brockton Country Club’s golf course, 
plans to spend much of his summer op 
the Cape—golfing. 

q Richard M. Cook, Marblehead jeweler. 
retired from business on May 1, selling 
out to Harold M. Gorman, who formerly 
was with Daniel Low & Co., Salem. 

q Mrs. B. Hutchinson is a new employee 
with Kettell, Blake & Read, Inc., Wash. 
ington Building. 

q Adrian Lesperance, president of Big. 
elow, Kennard & Co., is still out on the 
sick list, but improving slowly. 

q.C. Tyler Barnes, for many years asgo. 
ciated with John J. Kingsley, of Boston, 
and now with the gold department at 
Smith-Patterson Co., was operated on 
May 9 for appendicitis; reported coming 
on fine. 

q The Thomas Long Employees Assoeia- 
tion has arranged for July 5 as “Popg’ 
Night” at the Boston Symphony during 
the current Pops Concert season. 

q The May meeting of the Eastern New 
England Guild of the American Gem 
Society was cancelled out of respect to 
Dr. Edward Wigglesworth, who died on 
May 6. 

q Kenneth Van Cott, of Binghamton, N. 
Y., chairman of the International Com- 
mittee of the American Gem Society, 
visited the Eastern Laboratory early in 
May and also spent some time at the 
Waltham Watch Company plant. 

q During V-E Day, May 8, while his 
jewelry store was closed and he was 
away, fire completely gutted the build- 
ing in which E. J. “Jockey” Johnston 
was located in Caribou, Me. Cause of 
the fire is unknown at this time. 

q Bernie Smith, of Smith & Zaff, Jew- 
elers Building, has been on a western 
selling trip for a few weeks, traveling in 
his old Gruen territory, and visitiag his 
mother in Cleveland on Mother’s Day. 


q Several occupants of the Jewelers’ and 
Washington Buildings have been on the 
sick list, and are now either convalescing 
or are back on the job. They include; 
Z. Ashen, president of the Boston Jew- 
elry Mfg. Co.; Philip Klayman, diamond ~ 
dealer with Aaron Minsky, and Harry 
Heller. Daniel Friedman, of City Jew- — 
elers, Charlestown, has been a patient at ~ 
Allerton Hospital, Brookline. 

4 Two new faces at Harkins & Murphy, — 
Jewelers’ Building: Laura Maimone 
and Virginia Scully. Helen Kneeland 
was on vacation during’ May, and Gloria — 
Gibbs was reported as having “a swell 
time” with mumps. J 
q John H. Derby, Jr., son of the Davis — 
Square, Somerville, jeweler of the same — 
name, is back in business with his father 
since May 1, having just received a0 
honorable discharge from the Navy, } 
with which he served as aviation machin- — 
ist’s mate at the Radar Institute in Chi- 
cago. 

4 Under consent orders announced by 
the Boston regional office of the War 











Production Board, two Rhode Island 
jewelry manufacturers are restricted as 
to use of silver. Paul Marino, doing 
business as Marino Jewelry Co. in No 
Providence, is prohibited from buying oF 
processing any domestic silver for 
manufacture of jewelry, or for any other ~ 
use on List B of silver order M-199 for | 
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Woldering Co., by Joseph Romagnano; 
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f the year unless authorized. 
“4 a novia ta process silver for 
urposes on toll agreement for 
rs. According to WPB, Marino ex- 
his silver quota by more than 56,- 
troy ounces fine during 1943 and 
Marino admitted the violation and 

reed to issuance of the order. 


The Biltmore Jewelry Co. of Provi- 
dence is required to reduce its purchases 
of fine silver during each of the remain- 
ing three quarters of the year by 467 
ces. According to the WPB, the firm 
aceeded its silver quotas during 1943 
and 1944 and the firm admitted the vio- 


Jation. 

Elliott M. Gordon, formerly vice-presi- 
dent of the Gorham Manufacturing Co. 
has been named executive vice-president 
of the firm and Everett V. Kelly has 
heen made assistant treasurer. Re- 
elected officers were: President, Edmund 
(, Mayo; vice-presidents, William Mc- 
Chesney and John B. Abbott; vice-presi- 
dent and treasurer, Lester F. Morse; 
geretary, Hiram C. Hoyt; assistant 
treasurer, Ralph S. Connell; assistant 
secretary, James A. Morris. Reelected 
directors were Messrs. Mayo, McChesney, 
Morse, and Henry J. Fuller, chairman, 
Edward D. Aldrich, G. Maurice Congdon, 
Harold C. Field, Hovey T. Freeman, 
Russell Grinnell, A. Livingston Kelley 
and Raymond H. Trott. 


(Gorham declared a dividend of 50 
cents, payable June 15 to stock of rec- 
ord June 1. 

Net profit for Gorham, Inc. for the 
year ended Jan. 31, 1945 was $246,987 


as against $271,258 for the previous year. 
Sales at retail were down 14.63 per cent 
with gross off 13.35 per cent. Expenses 
declined 8.19 per cent, reflecting the ef- 
fect of operations in Chicago for the first 
four months of the fiscal year and the 
necessary adjustments in closing Spauld- 
ing-Gorham. The arrears of $35 a share 
om the preferred stock as of May 165, 
IM4, aggregating $499,170, were paid off 
in cash. 

«The Boston Jewelers Club will hold 
its annual summer outing at New Ocean 
House, Swampscott, Mass., on June 20. 
Members and guests will gather at 
2o'clock for outdoor sports, with provi- 
sion for playing golf at a nearby course. 
An old-fashioned New England shore 


jdinner will be served at 7 o’clock. 
1{( The following trade names have been 


registered in Rhode Island: Hollywood 


“jJewelry Co., by Sophie Cairo and J oseph 


Del Giudice; Falmar Jewelry Co., by 
Francis Marsella and Anthony Ferri- 
grio; Eleant Jewelry Co., by Rose Cen- 


yamo and Joseph Cantagallo; Royal 


Jewelry & Locket Co., by Ernest Cian- 
farani and Zuccaria Nardi; J. R. Jewelry 


{Weiss & Geisler, by Carl Geisler and 
Frederick Weiss. j 
(Providence jewelry stores report a 


pickup following a letdown which placed 


tome of the stores’ sales below April of 
year. Generally, officials of the 


}iores believe they have seen the worst 


and expect things to loosen up in a month 
or two with resultant increased flow of 
goods available for sale. The manpower 
Picture ‘Still is tight but here also an 
tasier situation is expected soon as the 
r shortage is fast disappearing in 
the city. In the meantime, promotions 
are few and far between pending re- 
ishment of badly depleted stocks. 
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Quota Restrictions Removed 
Cn Treasury and Domestic Silver 


From Washington, just as this is- 
sue goes to press, comes word that 
the War Production Board has elimi- 
nated the quota restrictions on the use 
of newly mined domestic silver and 
Treasury silver for the manufacture 
of silver jewelry, flatware, hollow- 
ware, etc. 

Since February, 1943, manufactur- 
ers of such products have been limited 
to a quota of 50 per cent of the 
amount used in either 1941 or 1942, 
whichever was greater. This was done 
by Order M 199 which forbade the use 
of foreign (45c.) silver for any except 
war and essential uses and placed the 
above mentioned quota limitation on 
makers of articles in “List B” of the 
order. List B -included all jewelers’ 
goods. 

The new revision eliminates List B, 
which means that manufacturers are 
now at liberty to buy and use all of 
the newly mined domestic or Treasury 


silver they can obtain. Those firms 


who purchase bar silver and do their 
own alloying and fabricating, will, 
therefore, be able to increase produc- 
tion to any amount for which they can 
provide the labor and equipment. Com- 
panies which buy their silver in the 
form of alloyed and rolled stock, how- 
ever, may continue to find the problem 
difficult because the silver refiners 
who do this work are already heavily 
loaded with essential orders bearing 
a priority rating, and must, of course, 
take care of this business before fill- 
ing orders from non-essential users. 

WPB Order 140-B, restricting the 
manufacture of plated flatware and 
hollowware, has also been revoked but 
since other materials essential to its 
manufacture, such as nickel and cop- 
per, remain scarce, this latter revi- 
sion is more theoretical than practical 
until such time as the situation with 
respect to these other materials also 
changes. 


Clock Production 
(From page 225) 


clocks may be made and delivered irre- 
spective of the restrictions specified in 
former authorizations. 


OTHER REVOCATIONS 


More than half the 420 orders prohibit- 
ing or limiting the manufacture of ci- 
vilian products will be removed “within 
the next few months,” according to J. A. 
Krug, chairman of the War Production 
Board. Mr. Krug’s statement, coming on 
the heels of other V-E day announce- 
ments, is one more reassurance that re- 
conversion is proceeding apace. 

Already 73 controls have been dropped, 
most of which applied to “hard goods,” 
except for those using large quantities 
of metals, such as automobiles, furniture, 
refrigerators and stoves. July 1 has been 
set by Mr. Krug as the date on which 
business will have unrestricted access to 
such steel, copper and aluminum as is 
not taken up by priority orders for war 


(Please turn to page 245) 








Exclusive Designs of 
MASONIC RINGS 
32nd Degree Stone set Gents 

Rings Rings 
Gents Diamond Emblem Pins 
Mountings and Buttons 
Eastérn Star Cameo Set 
Rings Rings 


GRAN and CO. 


Manufacturing Jewelers 
546 S. Meridian St. - Indianapolis 4, ind. 











PERUVIAN 
STERLING SILVERWARE 
925 fine 

Handmade Bracelets ar 

cast or filigree silver. 

Household goods, cutlery ete. 

Orders attended by Air Express 
Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 
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ers’ use andresale. mum lots. 
REED & BARTON TAUNTON, MASS. 








Sold only direct te Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 












22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 





The answers to all your 
t Display . Problems — 
fR yours in a FREE 40- 


page Book. Send for it! 


1233 SIXTH AVE. AT 49th ST. }S { beg > i 


New York 


2438.: 

























They still can lose 
their lives — but 
you can’t lose your 


money — when you 
buy War Bonds. 





BALTIMORE STREET AT HOPKINS PLACE 
BALTIMORE |, MD. 








QUALITY—SERVICE—VARIETY—SINCE 1885 


LET PAST PERFORMANCE 
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MAX KOHNER 


Wholesale Jewelers 


Since 1885 


21 W. BALTIMORE ST. 
BALTIMORE 1, MARYLAND 

























AN INSTITUTION OF DEPENDABILITY 











q E. C. Tracey, of J. Engel & Co., Inc., 
one of the few salesmen still on the road, 
returned recently to Baltimore with the 
news that interest in costume jewelry is 
declining while demands for higher priced 
jewelry is on the upswing. In his visit 
to a score or more of cities and towns in 
Maryland and West Virginia, Mr. Tracey 
found that retailers are becoming more 
and more cautious about investing money 
in the lower grade of merchandise be- 
cause their customers are beginning to 
demand more and better goods. 

q Homer Lasher, formerly manager of 
the jewelry department of the Morrison 
Stoers Company, Clarksburg, West Vir- 
ginia, who was recently discharged from 
the Army, has opened a complete watch 
and clock repair shop in the First Na- 
tional. 

4 A new jewelry store has been opened 
at Suffolk, Va., by Samuel Levy. 

4q 0. P. Michaelson, who was connected 
with the sales staff of J. Engel & Co. for 
17 years, is opening a wholesale estab- 
lishment in Washington at 1105 G Street 
N.W. 

q Harry E. Baumohl, president of the 
U. S. Jewelry Company, at Baltimore 
and Liberty Streets, has been made 
chairman of the Seventh War Bond drive 
for the jewelry trade in Baltimore. A 
goal of half a million dollars has been 
set by the jewelers. 

The other members of the committee 
are William Culp, president of the 
James R. Armiger Company; Leon J. 
Engel, of Jay Engel & Co., Inc.; Sidney 
J. Ross, Kay Jewelry Company; David 
Morstein, of J. Morstein & Son; Cy 
Stein, Parkville Jewelry Company, and 
Dave Weigman, of S. D. Weigman & 
Son. The committee held a meeting in 
the Emerson Hotel on May 8 and or- 
ganized, getting promptly down to work. 
q Saul Grossman, who has had much ex- 
perience in the diamond trade of New 
York, has joined the staff of J. Engel 
& Co., Inc., wholesale jewelers in Balti- 
more, and will have charge especially of 
the department of precious stones. 

q Kovens Jewelry Company, Inc., has 
taken out a Maryland charter to engage 
in business. It has an authorized capital 
of 1000 shares of a par value of $100 a 
share, and the incorporators of record 
are Morris Fedder. Esther Robinson 
and John J. Kuhn, all of Baltimore. The 
location is given as 250 Title Building. 
q The U. S. Jewelry Company, at Lib- 
erty and Baltimore streets, Baltimore, 
has been appointed direct distributor of 
_ General Electric Company’s clock 
ine. 

q Louis Green, who conducts the Jewel 
Box at Fayetteville, N. C., has opened 
re at Florence, S. C. and Dunn, 
q The interest of Albert Gross in the 
retail store at Newport News, Va., con- 
ducted for years under the name of Al- 
bert, has been purchased by A. E. Stern, 
who will continue to operate the estab- 
lishment under the old name. Mr. Gross 
retains ownership of the Albert store in 
Petersburg, Va. 

q Walter R. Thomas, president of Wal- 
ter R. Thomas jewelry stores in Atlanta, 
Ga., recently announced “the promotion 
and appointment to positions of higher 
honor and trust of three of the valued 











employes” of the stores. Mr. Thom 
pon tl that Raleigh Crawford, » 
the 2 Edgewood Avenue store, is a ney, 
ly elected vice-president as is Freq ¥, 
Thomas, of the 104 Whitehall Streg 
store. Mrs. Opal Young, manager »& 
the 104 Whitehall Street store, is ty 
newly-elected secretary. Walter R 
Thomas, Inc., which handles diamonds, 
jewelry and watches, also has a store jp 
the Calaway Building at Milledgeville 
Ga. 

4 Howard C. Heiss, the president of th 
Baltimore Retail Jewelers’ Association, 
has been appointed a member of th 
Committee on Orders and Interpret, 
tions, of the Central Council of Nationa 
Retail Associations. Mr. Heiss’ place of 
business is at 1000 West 36th Street, ip 
a section of Baltimore known as Ham. 
den. His readiness to fill the v 
has brought him a letter of commends. 
tion from Charles T. Evans, the seer. 
tary of the National Retailers. 

q A new retail store has been opened jj 
Washington, D. C., at 908 F Street, 
N.W., under the name of Harry’s Jeweler, 
Owners are the Phil Frank Company, 
q Dave Feldman has moved his retail 
establishment from 1228 H._ Street t 
1231 H Street, N.E., in Washington, 
where it occupied larger quarters, and 
where various improvements have beep 
installed. 

4q.The Platt Jewelry Company of Men. 
phis, Tenn., is now run in partnership 
with Frank Kuhn of that city and wil 
henceforth be known as Platt & Kuhn. 
q A new store in the Willard chain ha 
opened at 2030 West Pratt Street in 
Baltimore. Formal opening was May 4 
Willard’s main store is at 403 Easten 
Avenue, Essex. 


Railroad Watches 
(From page 225) 


road watches. According to the sale 
manager .of one of the leading wate 
companies, it will take five months to fl 
the orders of customers who have th 
necessary certification and have bet 
waiting patiently for their railroad tim 
pieces. 
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Michael Orloff, affiliated with the House 
( Milner, 728 Sansom Street, for fifteen 


as severed connections to go into 
_, for himself. Mr. Orloff, who was 
r of the House of Milner, is vice 
resident of the Sansom Street Business 
n’s Association. His new location has 
not been decided at this writing. 
¢ The Allied Jewish appeal of Philadel- 
a has just completed its annual War 
Pd Campaign. Josef S. Milner and 
Alex Lopatin were co-chairmen of the 


Drive. 


Active members of their committee in- 
duded David Atlas, Bruce Gordon of 
Iskan Manufacturing Company, Samuel 
1. Korff, Harry Leibowitz of Aisenstein 
and Gordon, David Sickles, Leon Sickles, 
Paul Stern and Edward Tinkelman. The 
committee accounted for an increase of 
over fifty per cent pledges received. 
(Charles Lesse of S. Lesse and Sons, 
sth and Chestnut Sts., was chairman of 
the Jewelers’ group, in the Salvation 
Army Campaign. Mr. Lesse was ably as- 
sisted by Michael Ballen of 732 Sansom 
Street. Sylvia Smilk and Ann Hodes 
also helped in securing an increase of 
over fifty per cent in contributions. 

(The Seventh War Loan Drive got off 
to a fast start with Josef S. Milner act- 
ing as chairman of the campaign in the 
wholesale jewelry district. Bond sales- 
men included David Gersh and Robert 
Frain of H. O. Hurlburt, Norman Rosen, 
Harry Paul, Miss Cohan of Empire 
Smelting Company, Joe Blau of Her- 
berts, Albert Hoffman, Alex Lopatin, 
Samuel Lashoff, Harry Leibowitz, Earl 
Bechtel Harry Gordon, Sylvia Smilk, 
Mr. Alexander of M. Sickles and Sons 
and David Cooper. 

q Mrs. Edith Guss opened an office at 
1238 Sansom Street. Mrs. Guss is manu- 
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facturing children’s identification brace- 
lets. 

4q Max Leven of M. Leven and Son, 8th 
and Sansom Streets, recently returned 
from a trip to Mexico, where he pur- 
chased great quantities of Mexican 
jewelry. ; 
q Soloman Gerson, formerly of New 
York City, has opened offices in the Dia- 
mond Exchange at 723 Sansom Street. 
q Brown and Gold, 110 South 8th St., 
have just completed new alterations to 
the balcony of their store. The change 
was made to accommodate additional 
merchandise to be carried after the war. 
q A. J. Baltin and Company, 740 San- 
som St., are completing alterations of 
their offices. They have recently taken 
over the office next to theirs and have 
broken the wall through to enlarge. 


q S. Kind & Sons’ annual Patek Philippe 
Roll of Honor dinner was held on May 
15 at Bookbinder’s Downtown restaurant 
followed by a visit to the night baseball 
game between the Phillies and Cincin- 
nati at Shibe Park. This is an annual 
affair given by Philip Kind for the sales- 
men who sold Patek Philippe watches 
during the year. 


q C. R. Smith & Son, Jewelers, 18th and 
Market Streets, report that the superin- 
tendent of their watch repair depart- 
ment, Charles F. Haas, is retiring after 
42 years of service. Mr. Haas, who is 83 
years old, will make his home in Florida. 
Edward H. Miller, who has been with 
the firm for nearly 30 years, and is an 
active member of the Horological So- 
ciety, will have charge of the depart- 
ment. 





Clock Production 
(From page 248) 


goods as well as war-supporting activities. 

Until that is done, the revocation of 
individual controls means little in terms 
of building up civilian supplies, for the 
machinery of the WPB for the allocation 
of metals will continue to channel them 
to war and essential uses only. 

Mr. Krug said that special aids for 
small manufacturers were designed to 
help them “get their fair share of pro- 
duction materials.” “The WPB wants 
and encourages the small business man 
to get going as fast as he can,” he added. 

Warning that industry is expected to 
continue compliance with all WPB or- 
ders and regulations “as long as they 
remain in effect,’ Mr. Krug added “In- 
dustry has cooperated magnificently. I 
have complete confidence that industry 
will continue this cooperation and will 
not try to jump the gun on reconver- 
sion.” 





Directors of the California Retail 
Jewelers’ Association held a one-day ses- 
sion and dinner meeting on April 18 at 
Hotel De Anza in San Jose, California. 

At the request of the Association, OPA 
representatives explained to the direc- 
tors means of bringing about better com- 
pliance with OPA regulations. A reso- 
lution directed to the WPB, which would 
bring watch repairmen under the wage 
and hour law was discussed at the 
session. 
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The original LEVIN index is truly 
universal. All parts are made of 
tool steel and provide friction ad- 
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tion. The original LEVIN index 
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frame. 
The original LEVIN index gives the 
greatest visibility and is easily adjusted 
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balance. Just the improvement for 
which you have been waiting. 
Price, $7.50 
Immediate Delivery 
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in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-6, 541 8. Alexandria, Los Angeles 5, Calif. 
















Established 1923 — 
Ppt Aw ON D» 


and Fine Diamond Jewelry 





@ BOUGHT 
@ SOLD 
@ QUOTED 





Your Inquiries Solicited 


246 


interest shown in the district conferences. all greatly shocked and grieved on May 
There has been an average attendance of | 2 by the simultaneous arrival of ty, 
_between 40 and 50 at each of the four telegrams announcing the death of 


represented. Subjects discussed at these traveled in New York and Pennsyly, 
meetings include taxes, legislation, cred- stricken while calling on a Customer jy 
its, advertising, trade practice rules and New York City on Monday, was 
other questions of interest to jewelers, to his home in Buffalo and died Ty 
and individual jewelers participate more night. George F. Taylor, 60, cove 
freely in these discussions than at reg- the states of Nebraska, Kansas, UJ 
ular conventions. Secretary Henry T. and Wyoming, was found dead on th 











q President C. D. Jacobs and Executive Horological Guild under the leadership 
Secretary Charles H. Barker of the II- of Mrs. Herb Johnson. 

linois Retail Jewelers Association are q The Ball Company Organization, 
highly pleased with the attendance and East Washington Street, Chicago, Wen 


held this Spring at Rockford, Decatur, of their long time highly regarded Sales. 
Chicago and Belleville. At Belleville on men, who died suddenly during the 
May 6th sixteen cities and towns were of May 1. Mr. J. K. Thompson, 69, wy 


Mortensen says the paid membership is morning of May 2 by Mrs. Taylor g 
approaching the 300 mark and ballots their home in Omaha, having passe 


for the election of officers were mailed to away during the night. Both Thom 
the members during May but not suffi- and Taylor had been with the Ball Cop. 
cient returns have come in to announce pany for nearly 20 years and were very 
the result. popular with their trade. 


q At a well attended and interesting con- q Guy Piermattei, Flint, Mich, wa 
ference of the Illinois Watchmakers As- known in that and adjoining br 
sociation held in the Flemish Room of for many years and always welcome 

the Hamilton Hotel in Chicago on May the trade, is now associated with A. ( 
6th Sven Brolin, Chicago, was re-elected Becken Co. and will call on the jeweles 
president. To serve with him are Al of southern Michigan and _ northen 
Handrock, Elgin Watch Co., vice presi- | Indiana for that company. 
dent; John Rhinesmith, Chicago Mail | 4 The Chicago Jewelers Bowling League 
Order Co., secretary ; Jack Lund, Chicago, wound up their 1944-1945 schedule m 
treasurer, and three board members, C. G. May 4 with _# pactogen finish 
Kime, Chicago, Ed Falkenhayn, Chicago, Through the failure of — mae 
and one other to be selected by the Elgin the Milhening team to make his thiri 
guild. President Brolin reviewed the the Benj. Allen & Co. team won firt 


precation of the, help ‘received. from | Piece by one pin and thereby s tea 
P Pp recelved from | tie for this honor was avoided. The fin 
members in promoting the welfare of the standing of the teams for the seasm 
organization and particularly to those was: Benj. Allen & Co., won 53, lost 81; 


who worked on the registration bill now C. & E. Marshall Co., 52-32; J. Milhening, 
before the State legislature. It was voted Inc., 51-33; M. F. Lenz Co., 41-48; Te 
to hold four quarterly meetings in Chi- Ball Co., 30-54; Swartchild & Co., 25-6, 
cago during the coming year. With ad- Dave Newman, of the Allen team, wh 
journment the members assembled in the held first place for individual averag 
Aviation room where a buffet supper throughout the season, lost his position 
was served by the ladies of the Chicago on the last night to Herman Gorenso, 


EINSTEIN ccc: 


WATCH MATERIALS & SUPPLIES, TOOLS & 
OPTICAL GOODS 


5 SO. WABASH CHICAGO’3, ILLINOIS 
ASK FOR OUR CATALOG 
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WRITE FOR OUR FINGERPRINT CATALOG AND 
PRICE LIST 


Diamonds, all sizes and qualities, new watches. Complete line 
of Watch Cases and Dials, Specialty Lapel Cases, Watch Straps, 
and J-B Watchbands, Watch and Ring Boxes, Cocktail, Baby, 
Wedding and Birthstone Rings, Cocktail Cases with and without 
Diamonds, Spray and Rhinestone Pins, S. Gold and G. F. Ear- 
rings. Identification Bracelets, Anklets, Wallets, Window Dis- 
plays and Trays, Findings, Stems, Staffs and Mainsprings. Send 
your movements, we will rebuild them with latest style Cases 
and modern Dials. All above merchandise in stock for imme- 
diate delivery. 
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¢. & E. Marshall Co., who finished with 
ms average of 184. On the night of May 
§ players and sponsors assembled at the 
ois Athletic Club for a banquet at 
which $525.00 in cash awards and other 
were distributed and a general 

F time was had by all. 
¢ Leo Killelea, who has conducted his 
retail jewelry and silverware store at 622 
South Michigan Avenue for the past 


_geven years, is closing his business on 


uly 1 on account of the sale of the 

building in which the store is located, the 
aser taking over the entire build- 
on that date. Mr. Killelea expects to 

e a vacation before returning to busi- 
ness and has no plans for the immediate 
future. 

At the annual meeting of the Chicago 

Jewelers Association held in the Club 
rooms of the Palmer House at noon on 
May 17, upon recommendation of the 
nominating committee, unanimously re- 
elected Thomas G. McMahon, Thos. J. 
Dee & Co., president; Charles G. Brown, 
Stein & Ellbogen Co., vice-president; 
John M. Biggins, Elgin National Watch 
Co. treasurer and Louis Goldman con- 
tinues to serve as their efficient secretary. 
Directors elected to serve two years: Ed 
Cain, Ed Cain & Co., Thomas Monks, 
Westclox division of G.T.I.C., Harry 
Mitchell, R. F. Simmons Co. and Ben 
Teitelman, Teitelman- Danziger, Ine. 
Holdover directors are: Hans Bagge, 
J, Milhening, Inc.; J. K. Marshall, C. & 
E. Marshall Co.; Dave Newman, David 
E. Newman Co., and William T. Smith, 
International Silver Co. 
4 Tom White, 29 East Madison Street, 
Chicago, is a new member. As usual the 
jewelry industry, under the leadership of 
Leonard Lewy, Lewy & Goodman, went 
well over the top in the Red Cross drive, 
donating nearly $30,000.00. 


q A very interesting and attention-hold- 





ing talk was given by Mr. John W. Mat- 
tern, a former captain of the Nazi Luft- 
waffe, whose unorthodox theories re- 
sulted in four years confinement in a 
Nazi concentration camp. Escaping he 
became a leader of anti-Nazi under- 


-ground in Germany but was compelled 


to leave and after coming to the United 
States joined the U. S. Army Air 
Forces, in which service he was seriously 
disabled. Mr. Mattern is the author of 
a recent best seller, “Four Years of Nazi 
Torture” and he gave a very vivid pic- 
ture of this and also of the underground 
activities in Germany. 

q At the dinner meeting of the Chicago 
Credit Jewelers Association at the Stand- 
ard Club on the evening of May 2, Valen- 
tine Jones, of Jones & Baumrucker, who 
has served the organization as president 
for three years, was promoted to Honor- 
ary President and Phil Martin, The 
Martin Co., was elected president to suc- 
ceed him. Other officers elected are: 
Joseph Hirkenstein, vice-president; Nor- 
man Kernis, secretary; Max Woods, 
treasurer, and to serve with the officers- 
elect as directors: George Apple, Law- 
rence Kozinsky, Harry Iglow, Louis 
Titt, Al Newmark, Wm. Renich and 
Harry Swarts. Subsequently at a meet- 
ing of the officers and directors complete 
satisfaction of the efficient service of 
Ben Sacks as executive secretary was ex- 
pressed and he was unanimously re- 
elected. The official installation will take 
place at the June meeting. Marks-Ap- 
plebaum, Inc., 6319 South Halsted Street, 


of which George Apple recently became, 


sole owner, was elected to membership. 
On Sunday night, May 6, the annual din- 
ner dance was held in the Terrace Gar- 
den of the Morrison Hotel, with more 
than 450 present. Dave Martin, chair- 
man of the committee on arrangements, 
received acclaim for having provided 
such a fine program. 





Adopt Modern Merchandising 
Methods, Chicago Horologists Are 
Told By President Ed Falkenhayn 


“Sell yourself and your skill” was the 
message relayed to the members of the 
Chicago Horological Guild by their 
president, Edward Falkenhayn in an ad- 
dress at the April meeting of the group 
in the Hamilton Hotel. 

Mr. Falkenhayn said that all too many 
watchmakers devote little time to ade- 
quately selling themselves or their skills 
as professionals, thus creating a feeling 
of distrust in many people. The result 
of this lacadaisical attitude, Mr. Falken- 
hayn said, is lower prices and smaller 
profits. Watchmakers, he urged, should 
adopt modern merchandising methods, A 
good criterion, he said, in buying and 
selling watches, are the fashion maga- 
tines, which will show the watchmaker 
what the leading fashion trends are, and 
te act as a guide in salable style selec- 

on. 


G. C. Kimes, vice-president of the 
gtoup, presided at the meeting. 





Altman-Blue have expanded their 
show rooms so that they now have double 
floor space and stock space as form- 
erly enjoyed. This additional space now 
ves them the, second largest wholesale 
ewelry footage in the Metropolitan 
Building, Los Angeles. A complete set 
of new fixtures has been installed. 


FOR JUNE, 1945 





William Kassel Joins Jacques Adler 
As Manager of Denver Jewelry Store 


William Kassel, well-known engraving 
and designing expert, is now manager 
of Jacques Adler’s Denver jewelry store. 
The establishment, which specializes in 
the finer lines of sterling and gem 
jewelry, is conducted along rather un- 
usual lines, Mr. Adler and his manager 
give their personal attention to all gem 
sales, creating special designs to suit 
the tastes of the individual. Cocketail 
rings, earrings and clips are sketched in 
the presence of the customer and the de- 
sign is later done in water. color show- 
ing the stones and precious metal in 
their true colors. The fashioning of 
such pieces is done in their own shop 
under close supervision by Mr. Kassel 
and Mr. Adler. 





Walter H. Butler, E. W. Reynolds 
Co., Los Angeles, announces that Phil 
Abrams, one of the best known diamond 
men in the country, is heading the Rey- 
nolds diamond department. Abrams has 
been with the Bluebird Diamond Syndi- 
cate for the past seven and a half years, 
was an active member of Golden Roost- 
ers, Chicago Jewelers’ Assn. and the Chi- 
cago Jewelers’ Club. He was a member 
of the firm of Son & Prins, Chicago. 





The Minnesota Board of Examiners in 
Watchmaking met April 28 and 24 in St. 
Paul for examination of applicants for 
certificates. 
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q With the scarcity of many jewelry~ 


items, it was a great treat that Richard 
A. Brand, retailer at 210 West McMil- 
lan Street, experienced recently. His 
brother-in-law, Lt. Col. Fred Kneup, re- 
turning from military duty in India, 
brought back an assortment of extremely 
valuable gems as gifts for members of 
his family. It was a mouth-watering ex- 
perience for the jeweler to gaze at the 
sapphires, rubies and other gems. Both 
he and the colonel had a good time com- 
paring prices and quality with similar 
items here. 

q Insult was added to injury several 
weeks ago for Charles Richter, president 
of the Richter Jewelry Co., Sixth and 
Main Streets, who holds a commission as 
a special deputy sheriff. His automobile, 
left at a garage for repairs, was stolen. 
Next day, while.he was riding in the car 
of a friend, he saw it being driven by on 
a downtown street. But, before he could 
give chase, it had disappeared. 

q Notice that the Warren Telechron Co. 
was re-opening its Cleveland, O., office, 
which had been closed for the past two 
years, was received here last month. It 
case from Harold Blackburn and Russell 
Woodward, representatives of the firm, 
who visited Cincinnati. 


4q Among other out-of-towners who called 


* on the trade were Robert Rhoten, Parker 


Pen Co.; Leo Simon, Vincennes, Ind.; A. 
Wendel, Lancaster, O.; Mr. Jones, Graf 
Mfg. Co., Cleveland, O.; William Lewy 
and Sam Neuman, diamond men from 
New York, and Thomas Reed Botts, 
Jacques Kreisler Corp., who took a two- 
week respite from his work. 

4q Quarters have been rented in the Lyric 
Theater Building, Vine Street, for estab- 
lishment of a new jewelry store by Philip 
Bradford, who also operates a retail out- 
let in Dayton, O. The ground floor store 
has been re-decorated and the opening is 
awaiting the arrival of the merchandise. 
This is expected in the near future. It 
was indicated the store would specialize 
in diamonds and watches. 

4q Held in Cincinnati as the nickel-plated 
revolver bandit who held up or attempted 
to holp up three offices here including the 
American Jewelry Co., 33 East Sixth 
Street, George Frazier, 23, Bridgeport, 
Conn., was identified as one of two men 
who escaped with $2,000 worth of gems 
in a New York jewelry store robbery 
March 24. — 

The hold-up attempt of the jewelry 
firm here was frustrated. In the New 
York robbery, Frazier was said to have 
been aided by his brother, William 
Frazier, who since has been arrested at 
Atlanta, Ga., and part of the loot re- 
covered. 

The suspect held here was arrested 
May 2 in Upper Sandusky, O., when he 
wrecked an automobile which had been 
stolen in Cincinnati. He was bound over 
to the grand jury and his bond set at 
$12,000. 

q Edwin Uthe and William Garrett of 
the Harry Greenwold Co. returned last 
month from a trip to the East. 


q R. J. Flaxmayer, who has been in part- 
nership with Edward Sohngen in opera- 
tion of the jewelry store at 6219 Mont- 
gomery Road, Pleasant Ridge, plans to 


open a new retail outlet soon on one & 
the upper floors of the Traction B j 
in the downtown section. The pa 
ship is to be dissolved and the 

Ridge store operated by Sohngen, 


q Welcome news that his son is safe 
the South Pacific, where he is 

with the Navy, has been received 
Frank Deprez of the Gruen Watch 
q Louis F. E. Hummel, Fourth St, 
retailer, had a reunion last month 
his son, an ensign in the Navy, who 
returned to duty in Chicago. a 


q The display window of Carroll’s, oper. 
ated by Carroll Seghers at Fifth and 
Main Street, has been attracting much 
attention. It features an exhibit of pre- 
cious and semi-precious stones with 4 
background setting of unusual lighting 
effects. 


q Sgt. Ralph Lewis, Gerwe-Brown (Co, 
employe on military leave, was granted 
a furlough to return to this country that 
coincided with Germany’s capitulation, 
He had fought in the African invasion 
and later spent many months as an enter- 
tainer traveling in England and Italy, 
Visiting at the Gerwe-Brown office, he 
said he expected to return to Italy when 
his leave was up in June. 

q Cincinnati friends of William Godfrey, 
who formerly traveled here for the Elgin 
National Watch Co., learned recently of 
his marriage. The word came from Tom 








O’Connor, also of the Elgin Co. Mr. God- | 


frey has been stationed in Elgin, Ill, 
since early in the war. 


q Anton Gangl, Union Trust Building 
jeweler, is proud of his new title of 
grandfather. 

q The social calendar of the Gerwe- 
Brown Co. employes has been extremely 
crowded during the past few weeks, On 
May 1 they were guests at the home of 
George E. Brown, the occasion being his 
2lst wedding anniversary. From there, 
on the same night, the group went to 
the Hyde Park Country Club, where they 
were guests of the management at a 
cocktail party and dinner. On April 20 
those employes comprising the Gee-Bee 
Card Club were guests at the home of 
Miss Ann Erpenbeck. Hostesses were 
Miss Mary E. Siebert, Miss Martha 
Dannhauer nd Miss Erpenbeck. Walter 
Bleska was host May 5 at the Gerwe- 
Brown table at the annual mall of the 
American Legion post in which he is 
active. : 
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THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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, MASSACHUSETTS MEN MEET 





A visit to the Waltham Watch Company was part of the agenda of the April 25 meet- 


‘ng of the Massachusetts-Rhode Island Jewelers Association. 
heir quest speaker Kenneth |. Van Cott, vice-president of the ANRJA, were shown 


Officers of the group, and 
rough 


ihe finishing’ department of the watch factory and dined in the executive dining room at 


t, In the group above are: standing, 
el Watch Company Watchmaking & 


Seated, left to right: 


left to right: Walter Kleinlein, superintendent, 
hool; John Peterson, secretary, Massachusetts 
ond Rhode Island RJA; Frederick Bird, treasurer; Robert Abbott, first vice-president; Mr. 
Watts, Mr. Donahue, and Mr. Bruce, all of Waltham. 
Leo Kaninou, Waltham Watch Co.; Kenneth Van Cott; I. E. 
foucher, Vice-President of Waltham; Harold T. Partridge, President of the Massachusetts 
and Rhode Island RJA; William Marshall of Waltham; Blaine Libbey, President of the Bos- 
ton Jewelers Club 








Venezuela Diamond Production on 
The Downgrade Due to Archaic 
Methods Used in the Diggings 


Diamond production in Venezuela is 
om the decline, according to Foreign 


1 Commerce’ Weekly, publication of the 


Department of Commerce. In the Gran 
Sabana area discovered in 1937, produc- 
tin has decreased to 22,037 carats in 
14 after having risen from 5,636 in 
1989 to 84,048 carats in 1942. The de- 
dine is attributed to poor seasonal con- 
ditions and to other more lucrative work 
for the miners. 

The output is considered only a frac- 
tion of what could be accomplished by 
more intensive exploitation by modern 
mining methods, experts say. Exploita- 
tin has been restricted to free-avail 
placer mining along too small tributaries 
of the Rio Surikun near Santa Elena 
and to the north on the Rio Pao, a 
tributary of the Rio Caroni. 

The high proportion of cuttables re- 
covered is indicated by purchases dyring 
4 four month period when 73 per cent 
of the diamonds were cuttables and 27 
per cent were industrials. 





Erratum 


In a story appearing in our April 
issue, an incorrect statement was made 
concerning Daniel Simon of Bakersfield, 
California. The story should have read: 

Daniel D. Simon has been promoted 
from manager of the Jewelry depart- 
ment of the Bakersfield Federal Depart- 
ment Store to general manager of the 
establishment. Mr. Simon, a past presi- 
dent of the Philadelphia Credit Jewelers 
ation, has been with the California 
store for the past five years. 





A. M. Melby, jeweler of Santa Maria, 

California, has purchased another jewelry 

tore, known as H. C. Corey, jeweler. 

Plans to turn it over to his son, 

Donald, after the war. Lt. Donald Melby 

now in the air transport service in 
ce, 
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Add Meanest Tricks of the War: 
Three Men Steal 1600 Watches 
Slated For Overseas Servicemen 


Three men have been arrested, two in 
Los Angeles and one in Chicago, in con- 
nection with the theft of, 1600 wrist 
watches destined for servicemen in the 
Pacific battle zones, according to Rich- 
ard B. Hood, FBI agent, Los Angeles. 

Jack Glass, wholesale jeweler, 523 S. 
Rampart blvd. Los Angeles, and 
Michael Fine, druggist, 117-C S. Arnaz 
Dr., Beverly Hills, have been arrested by 
FBI. Jack Malinoff, jewelry salesman, 
has been arrested in Chicago, released 
under $3,500 bond for appearance in Los 
Angeles. 

The watches, valued at $100,000, were 
specially made military timepieces, Hood 
stated, protected against water, shock 
and magnetism. He said the watches 
were stolen several months ago, the gov- 
ernment cases removed and standard 
types substituted. They were sold 
through a Hollywood jeweler who did 
not know that they had been stolen, ac- 
cording to Hood. : 

The FBI charges that Malinoff ob- 
tained the watches from the persons who 
stole them, turned them over to Fine, 
who in turn gave them to Glass. Glass 
is alleged to have changed cases, throw- 
ing the old ones in garbage cans where 
some of them were later found—and 
sold at least 800 of them through a Hol- 
lywood jeweler for Navy use. 

Hood indicated several more arrests 
will be made. 

In Chicago, Spencer Drayton, FBI 
director there, said that watches found 
In possession of Malinoff were part of the 
1600 stolen in Los Angeles. 





The J. W. Albee and Sons store in 


Roscoe, N. Y., is now known as “Elliott.” | 


It is under the ownership of Mr. and Mrs. 
William S. Elliott who also recently pur- 
chased the jewelry business of the late 
Philip Krukin in Monticello, N. Y. In 
the enterprise with them are Lt. and 
Mrs. Edward B. Johnson of Roscoe. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 




















DTN ES 
REFINISHED 


The highest grade of work for jewel- 
ers requiring the best 


ROYAL DIAL & REFINISHING CO. 
116 Nassau S#. New York 7, N. Y. 














CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 


















My pinotey Service is 
a monthly “Sales 
Tonic” for your Win- 
dows. Try it FREE 
for 10 Days! 


Edwin reed 








1233 SIXTH AVE. AT 49th ST. 
New York 














LIGHTERS 
Mexican Sterling Silver 


$7.95 each MEN’S SIZE 


WORLD MERCHANDISE CORP. 
9 West 20 St. New York 11, N. Y. 
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AMERICAN 


China and Glass 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for Mestroted Catalog 
ENRIGHT-LE CARBOULEC, INC. 
168 Fifth New Yerk City 


Ave. 


Kost ton ® 


Giftware of Distinction + «+ 


NEW KENSINGTON, PA. 


_, 








KENSINGTON, INC. 








JEWELRY GIFTS ACCESSORIES 
URIE F. MANDLE CO. 
Show Reoms, 411 Fifth Avenue 

NEW YORK 16, N. Y. 


MUrray Hill 3-9107 














HAWKES CRYSTAL 
GLASSWARE 
for discriminating 

WRITE 











ORATIYVE 


SBOE EE: 


MARY RYAN = 


FURNITURE 


Yor GIFT AND ART 


Chicago HOvVvECTIES 





ASTLETON CHINA 
DE “LUXE TABL iw ARE 


FINE CHINA TRADE 
* MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclesive 
THEODORE HAVILAND CO., INC. 


26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 
NOVELTIES 
Made im Amertos 


LENOX 
LENOX,INC. Trenton, N. J. 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
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OBITUARY 
FUUAQHOUEOUHCUOGEOGUOREEEEGROGHOGUCROREOOOGEOOOOEEOE 
“ |. . that government of the people, 


by the people, and for the people shall 
not perish from the earth.” 


© Lr.- T. James Ferntey, II, died of 


battle wounds on April 24 in Germany. 
Lt. Fernley is the son of George A. 
Fernley, secretary of the National 
Wholesale Jewelers’ Association. At- 
tached to a reconnaissance troop with 
the 29th Division, Lt. Fernley landed in 
Europe on D Day, fought through Nor- 
many and participated in the capture of 
St. Lo and Brest. Following this, he was 
transferred to the Aachen area where 
he continued to see active combat duty. 
Awarded the Purple Heart for wounds 
at St. Lo, Lt. Fernley was later the re- 
cipient of the Bronze Star Medal for 
meritorious service, capturing 28 Ger- 
mans single-handed. Later, while under 
intense enemy artillery barrage, he suc- 
cessfully led his platoon in breaking up 
an enemy force causing them to with- 
draw. For his action, Lt. Fernley re- 
ceived an Oak Leaf Cluster to the 
Bronze Star Medal. Lt. Fernley enlisted 
in February, 1942, a short time after his 
graduation from the University of Penn- 
sylvania. 


© Cer. Jonn A. Morpny, who left his 
job with the Harry Greenwold Com- 
pany, Cincinnati, early in the war to en- 
list in the Marines, was killed March 14 
in action on Iwo Jima. He had been 
overseas for eight months with the Third 
Division. 


Harry S. Banta, 82, veteran jeweler 
and oldest businessman of Newnan, Ga., 
died Sunday, May 13, at Newnan. 

Mr. Banta had been in the jewelry 
business in Newnan for the past 60 
years. He was born in Vevay, Ind., 
and came to Newnan in 1885 to accept a 
position with the late Walter E. Avery 
under the firm name of Avery and 
Banta. In 1895, he purchased Mr. 
Avery’s interest and epened his own 
store. In March of this year he formed 
a partnership with Mr. and Mrs. John 
R. Avery, who have been associated 
with him in business for a long number 
of years. Mr. Avery is the son of the 
man who was first associated in business 
with Mr. Banta 50 years ago. 

Mr. Banta was an honorary member 
of the Atlanta Retail Merchants’ Asso- 
ciation and at one time served as presi- 
dent of the State Jewelers’ Association. 


Mrs. ArrHur A. Everts, wife and 
mother of two outstanding men in the 
retail jewelry field, passed away at her 
home in Dallas, Texas, on April 11. Mrs. 
Everts’ husband, who survives her, is a 
past president of the American National 
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IMPORTED 
China and Glass 


PO 


Wedgwood Ware | 


Bone China Di 5 
w SJeoner aad Sock toatl 
h Wedgwood & Sons, 
Josia gv 
162 Fifth Avenue, New York Gh 














EDWARD BOOTE 
85 & 37 W. 23rd St., New York, Ny, 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


MADDOCK & MILLER, ING 


English China and Earthenware 


CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenan |}. 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N.Y, 











ENGLISH CHINA 


Smoking accessories, lustreware pitchers, 
Jugs, Teapots, Sugars and Creamers, | 
ual Breakfast Sets 


TEDMAN IMPORTING CO, 
225 Fifth Ave. Room 829 New York, MJ, 











. Importers of 
$7 ENGLISH CHIMA 
and 
EARTHENWAR 
Steck and Import Me 
Ine, 


FONDEVILLE & CO., 


149 Fifth Ave. New York 10, & 1, 
AL, 4.0104 : 














ROYAL DOULTON — 


English Bone China and Ea 


. IRISH BELLEEK 


The original production 


WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. New York, 





JUSTIN THARAUD, in 
129 Fifth Ave., New York Gy 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 





























PAUL A. STRAUB & CO., Ine 
19 East 26 Street, New York 
Importers of 


China, Glass and Earthenware © 
Dinnerware, Art Goods, Gi 


Murray Hill 38-5460 
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1 Jewelers Association and her son, 
n Everts, recently held that post. 
$ Jn her own right, Mrs. Everts was dis- 


| tinguished as a pioneering churchwoman. 
) }] with her husband she founded the 

H} Greenville Avenue Christian Church and 
| devoted much of her time to church and 
Seal cub work. Mrs. Everts was a familiar 


re at most ANRJA national conven- 
tions for many years. 

Rene Larique, French pioneer in 
re modern jewelry design, died May 9 in 
his home in Paris at the age of 85. 
Lalique’s designs created a sensation at 
the Paris Exposition of 1900 because 
they emphasized not only the value and 
peauty of the jewel itself, but also the 
material and treatment of the setting. 
Later, he turned to glass as an art ma- 
terial and produced, among other things, 
the sensational glass decorations in the 
k, N.Y, dining hall of the Normandie. 

Rocuvus L. Satomon, founder and hon- 
INA orary president of the New York Horo- 
logical Society, died April 20 of a heart 


jist! 


AND attack in the Shore Road Nursing Home, 
s Brooklyn, N. Y. He was 63 years old. 
——_jj Born in New York, Mr. Salomon went to 
Europe at the age of 15 to study horol- 
“tual] ogy. Before his retirement, 10 years 
INC, ago he had served leading New York 
ware jewelers. He had been an expert in 
horology in State and Federal Courts 
and a member of the advisory council of 
uttemng |}. the New York Board of Education in 
horology. , 
} NY Dr. Epwarp WiccieswortH of Boston 
J 
ee, 
a 
rs, 


House, Massachusetts General Hospital, 
on Sunday, May 6, following a brief ill- 
ness. At the time of his death, at the 

of 59, Dr. Wigglesworth was presi- 
\ dent of the Gemological Institute of 
America as well as its eastern repre- 
sentative. As certified gemologist, Dr. 
CO, Wigglesworth was an instructor in geol- 
&,49,) ogy at Harvard University from 1910 to 
———a} 1917, leaving there to become curator of 
the mineralogical and geological collec- 





DR. EDWARD 
WIGGLESWORTH 





tions of the Natural History Society, 
where he served as director from 1919 to 
1940, scientific director 1980-40, and hon- 
orary curator of gems since 1940. 

Dr. Wigglesworth also was noted for 
his herd of Golden Guernsey cattle bred 
on his model “Meredith” farm in Tops- 
field. He served as president of the 
Essex County Agricultural Society from 
1921 to 1944, when he retired to the 
executive board. 

A native of Boston, and a graduate of 
Noble and Greenough School, he was a 
member of the Harvard Class of 1908. 

The seventh successive Edward Wig- 
‘glesworth, he leaves a son, Lt. Edward, 
Jr, U.S.N., serving in the Pacific, and a 
grandson, Edward’ III. Another son, 
Capt. Thomas, is with the Army Air 
Corps in Germany. There are four 
daughters: Mary, recently returned from 
civilian activities overseas; Jane, Sarah 
and Anne, and a granddaughter. 
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and Topsfield, Mass., died at Phillips’ 











Believe it or not, dear, 
I’m waiting for a SESSIONS Clock! 


HE truth is, so many beauty-starved people are waiting for Sessions 
Clocks that postwar profit forecasts for Sessions dealers are the most 
Optimistic ever! 
And there are two things in the wind at Sessions which make these dealer 
profitcasts exceptionally reliable. 


One is a complete, new line of Sessions Self-Starting Electric Clocks which 
will include everything from popular-priced alarm and household models 
to elegantly-styled Westminster Chime clocks. 


The other is a hard-hitting, well-timed national advertising and mer- 
chandising campaign that can’t fail to put. this new line “front and 
center” on the postwar buying stage! The Sessions Clock Company, 
Forestville, Connecticut. 


essions (locks 


“The House of Westminster Chimes” 


ini | iis 
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How to Put a Wateh in Beat 


This article was first published in The Horologist’s Loupe, the 
official organ of The Herological Seciety of New York, and is 
reproduced here with permission of the author and the society. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


WATCH is considered in beat when the balance wound, the escape’ wheel tooth should be flush upon 
staff, roller jewel, and pallet arbor are stationed the lifting surface of the pallet jewel. A watch that is 
on a straight line when the watch is at rest without in beat and in otherwise good condition should start off 
power from the mainspring. When power in the watch by itself with a slight turn of the crown. This is further 
is released completely or the mainspring entirely un- explained by the fact that in this neutral position the 
mainspring will move the escape wheel. Since the lift- 
ing surface of the escape tooth is flush upon the lifting 
owas surface of the pallet jewel, the escape tooth will lift 
a, OF "BEAT" up the pallet jewel which in turn will act directly upon 
the balance jewel which is in the center of the pallet 

fork slot, giving an impulse to the balance. 











OG 
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Fig. 2. FINDING POSITION OF BEAT 


A watch out of beat has an uneven beat. The balance 
will swing in uneven arcs favoring one side of the swing 
and weak on the other. The watch may stop when the 
mainspring is nearing the end of its run in the barrel. 
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r to Ingersoll! 


The Ingersoll Art Award Contest 
is making today’s high school students 
YOUR Ingersoll customers of tomorrow 


© ENCOURAGE art work by high school 
"Wceadaate Ingersoll sponsors a series of 
prizes as part of the nationwide annual 
Scholastic Awards. 


Big color reproductions of last year’s win- 
ners are on 150,000 Ingersoll calendars that 
have been distributed to 28,000 schools all 
over the country with a total enrollment of 
about 9,000,000 junior and senior high 


students. 





Thousands of entries are expected this 
year. There will be twelve $100 Grand Prize 
Awards as well as forty-nine $25 Honorable 
Mention Awards, one from each state and 
Canada. Prize winners will be selected at 
Carnegie Museum by prominent artists on 
the Scholastic Art Awards Jury, and will be 
reproduced on the Ingersoll 1946 calendar. 





“ For generations a favorite with students, 
Ingersoll watches . . . bought from you. . . 
are being worn or carried by thousands of 
today’s students. 


So they know about Ingersoll reliability 
and sturdiness. And this Art Award Contest 
prepares them for the beauty of the new 
Ingersoll watches and clocks . . . with the 
Timex* Heart . . . high-precision timepieces 
at Ingersoll popular prices! 


@ TRADEMARK 


The Ingersoll 
1945 calendar 





THE MOST FAMOUS NAME IN TIME 


The United States Time Corporation (Sales Headquarters at Rockefeller Center, 630 Fifth Avenue, New York 20, 
N. Y.) World’s largest watchmakers, now making precision instruments for U. S. fighting machines. Will resume, 
when practicable, the manufacture of spring-wind clocks, electric clocks, and timing devices for all industrial uses. 
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Furthermore, the watch will not start by itself but may 
have to be shaken or started manually. The watch times 
poorly in the pendant positions. The roller jewel pin 
comes to rest out of the fork slot and the pallet stops 
close to one of the banking pins. : 

To test this, release the mainspring completely and 
observe the position of the roller jewel as the balance 
is permitted to come to rest. If the watch is out of beat, 
the balance jewel, governed at this time by the hair- 
spring, will come to rest with the roller jewel not in line 
with the slot in the pallet fork, 




















Fig. 3. TURNING COLLET 
(Balance Attached to bridge) 


Figure 1 shows a watch out of beat. With the main- 
spring unwound, the balance has come to rest with the 
roller pin off the “line of centers” and almost out of 


the fork slot, forcing the pallet almost against the bank- | 


ing pin as shown by C. The escape tooth rests against 
the let off corner of the pallet jewel. This watch will 
not start off by itself because when the watch is wound, 
the escape tooth will fall off the jewel without giving 
the balance any appreciable impulse to return the bal- 
ance with sufficient power and momentum to unlock the 
escape tooth as it locks against the exit jewel. This 





Fig. 4. TURNING COLLET 
(Balance free of bridge) 


illustration shows a watch that is only slightly off beat 
and is not an exaggerated case. 
Finding the position of beat is shown by Figure 2. 
First, most of the power in the mainspring must be 
released, leaving only just enough to move the escape 
wheel but not enough to move the balance. The balance 
will then be governed by the hairspring, coming to rest 
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at a position where the spring is neither wound nor coy. 
ter wound. 

Second, place the finger against the edge of the bal. 
ance and turn the balance until the roller jewel is jp 
‘the middle of the fork slot and the pallet equidistant 
between the banking pins as shown at C. Since there 
is still power in the mainspring, the escape tooth should 
now be flush in the centér of the lifting surface of the 
pallet jewel at A. 

For the third step, the eye must draw an imaginary 
line from the balance staff pivot outward through the 
middle of the stud and across the balance wheel rim, 











In the illustration, this line B is pictured as crosgging © 
the balance in the middle of the arm, although this jg 
not the position with all watches and this imaginary ” 
line may be placed elsewhere, depending, of course, on 
the shape of the balance bridge. If the collet is twisted 


Fig. 5 

) CHECKING POINTS 
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B 
Cc 
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F 
A. Point of beat. B. Balance 
pivot center. C. Roller jewel 
in center of fork slot. D. Pallet G 


arbor center. E. Impulse faces are 

flush. F. Escape wheel center. G. 

Line of center passing through F, H 
.D, H, C, and B. H. Pallet in middle 

of banking pins. 


so that the stud will come to rest adjacent to point B, 
the balance will be in beat. ‘ 
A good point to remember in this operation is to say 
to oneself as this imaginary line is being drawn by the 
eye, “The line crosses the stud and across the balance 
in the middle of the third screw up from the balance,” 
or, “it crosses the balance at a position relative to & 
fixed point on the rim such as the arms.” Some wateh- 
; (Please turn to page 258) 
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“As I see it, the demand 


is going to be for top- 






quality clocks...” 





*Uh-huh. Our customers will 
be asking for the kind of 
quality Seth Thomas builds 
into clocks...” 





7H £ THIRD: 

“That’s why I insist a 
Seth Thomas Franchise is 
about the most valuable 





asset a man can have!”’ 


Keep an eye on Seth Thomas, New designs are ready. Our plant is 
set to go. And before long, we hope, conditions will permit making 
self-starting electric and spring-wound clocks for your | customers. 
Right now, of course, we’re still on war work. Seth Thomas Clocks, 
Thomaston, Conn. 
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._| Seth Thomas Clocks 


: SELF-STARTING ELECTRIC OR SPRING-WOUND 
| 


‘| "Ge genet reame tn clocks 


h- “Spray” ...a smart electric 


A product of GENERAL TIME Instruments Corporation clock for streamlined kitchens 
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LOCK BATTERIES—A job came in, to get into 

going order an electric clock of American Clock 
Co. make, run by dry batteries; batteries are missing, 
but the space for them would hold as many as six cells. 
How many should be put in? The action is that a 
magnet raises in turn two levers with a round weight 
on outer ends; one of these works a click and ratchet so 
that the weight falling keeps the clock running. Is this 
company still in business, and where? (Question No. 
5728) U. O. 


Answer—If in good order, this clock should run on 
two dry cells of standard size; the size used for electric 
bells, usually 214 by 6 inches outside, with electromotive 
force of about 114 volts. Usually if this is found insuf- 
ficient for driving, it will be found that somewhere in 
the electric circuit, at contacts, etc., there is dirt that 
must be cleaned off, or bad connections, to brighten and 
tighten. The manufacturer of this clock is no longer 
in business. 


ORSION - PENDULUM — With these 400 - day 
clocks, with pendulum like a plate turning hanging 
on a flat steel wire, does it matter whether they are set 
level or not on a mantel? (Question No. 5729) S. G. J. 


Answer—Yes, the base of a 400-day torsion-pendu- 
lum clock should stand on a level (horizontal) support. 
They may be assured by using a spirit-level, trying the 
level in two directions, at a right-angle to each other; 
or by using a two-way spirit level. The support (man- 
tel, table, etc.) should be solid, without vibration. The 
pendulum wire must be perpendicular to the plane of 
the clock base, as it runs. These matters are about as 
important as the condition of the clock movement itself. 


ELF-CONTAINED CLOCK—What is the meaning 
of this: a self-contained electric clock? (Question 
No. 5730) W. B.S. 


Answer—lIn English usage, more than here in the 
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U.S.A., a “self-contained” electric clock is one that d 
not depend on a current from outside the clock, either 
to run the train directly or to wind up a mainspring of 
weight to run the train. In the U.S.A., this kind of 
clock is usually called a “‘battery-driven” clock. 


XY-ACETYLENE UNIT—What would I have to 
buy, to fit my shop for using oxy-acetylene gas for 
jewelry repairing work? I have everything for using 
city gas for light and heavy soldering, etc., but I want 
to be up-to-date, if it does not require heavy expense for 
modernizing my shop. (Question No. 5731) E. M. G. 


Answer—For the usual run of jewelry repair work, 
we hardly think it would be advisable to go to the ex- 
pense of installing oxygen-and-gas equipment, besides 
then having to buy tanks of oxygen and compressed gas. 
The latter would be needed if you have occasion to melt 
platinum, which your question does not indicate. For 
repair-work, it seems to us that a better addition to your 
equipment would be an electric soldering machine; this 
as an adjunct to your present gas equipment, would be 
more useful than the oxygen-and-gas outfit, if our as- 
sumption is correct that your work does not include 
melting platinum metals for re-working them in casting 
ingot bars, etc. 


SCAPE-WHEEL TEETH—Are there any other 
shapes of escape-wheel teeth than “‘club” teeth for 
lever escapements? I have often wondered why they 
say “club,” unless there are other shapes besides club 
teeth. (Question 5732) C. R. 
Answer—The earliest form of escape-wheel teeth 
used in lever escapements were of a sharp-pointed form 
called “ratchet” teeth. These had an outline that is 
acute angled, the point working on the pallet-stone, and 
the base on the web of the wheel. This form originated 
with the English makers, and persisted in use in Eng- 
land until recently. Swiss makers adopted the club form 
for almost the earliest lever-escapement watches they 
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SA 14—A smart little self- SST6—A moder, streamlined self-starting Tambour, 20 
starting electric alarm inches long, 55g inches high. Case of finest figured 
clock, only 414 inches walnut, with inlaid panels of burl walnut. Gold plated 
high, in a handsome die- sash with oval etched silver plated dial. Hand rubbed 
cast case. lacquer finish. 


These fine self-starting clocks will 
help you to share in the enormous 


postwar market 


Here are a few reasons for their prewar popularity: 

1. Quiet, long life—the result of good engineering and motors 
completely sealed in oil. 

2. Reliable timekeeping—the result of careful workmanship. 

3. Very saleable designs—the result of smart styling. 

4. Extremely reasonable prices—the result of mass production. 

5. Mighty few returns—the result of long experience. 





We'll be supplying you again as soon 


as Uncle Sam gives us our honorable f nllggh se age agg =F _slostie 

. * ’ as 
discharge from the production of and 7 inches long. Tilted dial im- 
critical war material. . proves visibility. 


ST 320—A popular streamlined 
self-starting electric Tambour, 
19 inches long. Case of se- 
lected figured walnut with 
inlaid burl walnut on each 
side. Beautiful hand rubbed 













finish, silver plated dial, gold 
plated sash. 












Over 90% 






Army-Navy 


GRAHA 








N 


THE E. INGRAHAM COMPANY, Bristol, Co 


“ER” Buying 
awarded War Bonds 
twice for on 

War ESTABLISHED 1831 Payroll 

Production Plan 






M 


WR JUNE, 1945 
























257 

















made, and this form has become universally used. It 
enables the escapement to be designed with less drop 
in action, and the teeth are less delicate and less affected 
by wear.. : 


ATCH STOPPAGE—Here is a real puzzle, a 
. Swiss 12-size pocket watch, good grade, that runs 
with slack motion, and occasionally stops, when carried, 
or hanging on my rack, but when I take it out on my 
bench for examination, the motion is very good and it 
keeps this up until the spring is almost run down. I 
just can’t see anything wrong with the movement. Can 
you help? (Question No. 5783) A. M. 


Answer—wWe believe the key to a solution of this 
puzzle is in your saying: “when I take it out on my 
bench,” which we assume means, take the movement out 
of the case; then the motion is full; but with the move- 
ment in the case, motion falls off or the watch stops. 
This indicates that one or more of the cocks or bridges 
may not be securely fastened down; perhaps a stripped 
screwthread, or a sound screw simply not turned fully 
tight. Then, a pressure from the case on an end of 
cock or bridge could more or less bind a pivot, causing 
loss of motion or stoppage. 


WISS WORDS—Please tell me the meanings of the 
following words, which I have seen on Swiss 
watches: Cuivre, Pierres, Argent, Echappement ancre, 


Brevete, Argentan, Spiral Breguet. (Question No. 5734) 
8. Z 


Answer—“Cuivre” means non-precious metal; 
“pierres’” means jewels; “argent” means _ silver; 
“echappement ancre” means lever escapement; “brevete” 
means patented; “argentan” means imitation silver; 
“spiral Breguet” means overcoiled hairspring. 


ASTING GOLD—With a new mold for casting 

gold in bars, I have trouble with the gold sticking 

to the iron of the mold. Please suggest how to prevent 
this. (Question No. 5785) M. W. 


Answer—A new mold should be prepared to prevent 
gold adhering to it, before first use of the mold. One 
way is to close the mold and pour into it a solution of 
salt and water; let it stand for at least a day; some 
varieties of iron may require longer time; up to twe 
days. Anyhow the solution should remain in the mold 
until it has coated the inside surfaces with a fine coating 
of rust. Then dry the iron, and rub it with a rag damp- 
ened with oil. A mold so prepared will turn out ingots 
without the tendency to stick to the iron. 


INC IN SOLDER—In general, what effect does 
zinc have, included in the alloy used for silver 
soldering? (Question No. 5786) A. D. 


Answer—Zinc, added to silver and copper in making 
silver solders, makes the solder more fusible; it melts at 
a lower heat. 


ILVER STAINS—A silver inkstand was given us 
| to clean; it is crusted with ink, and even after wash- 
ing off all we can, the silver is black. Is there any 
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special chemical treatment to use for this? 
No. 5787) G. G. 


Answer—Mix chloride of lime to a paste with water, 
Spread this over the ink-stains; let stand for a fe 
minutes. Then rub the spot with more of the lime-past, 
on a rag; rinse; polish on the jewelers lathe with th 
ordinary means. 


(Question, 





ICENSING RULES—Please give me the rules yp. 
der which watchmakers are licensed in the state of 
Wisconsin. (Question No. 5738) A. R. D. 


Answer—We believe that if you would write to My 
B. W. Heald, 889 N. 35th St., Milwaukee, Wisconsip, 
who is Secretary of the Wisconsin Licensing Board, he 
would send you printed matter fully explaining the mat- 
ter in question. 


ATCH COLLECTORS—When was the Ithag 

Calendar Clock Co. in business? Can you suggest 
dealers who might be interested in buying a good exam 
ple of this clock, or collectors? (Question No. 5789) 
F. L. N. 


Answer—The Ithaca Calendar Clock Co. was ig 
business in Ithaca, N. Y., from 1865 to 1914, Probably 
the best way to offer a clock for sale to collectors is t 
do this through the National Association of Watch and 
€lock Collectors. Write to Mr. L. D. Stallcup, Secre- 
tary, 1813 Beechwood Ave., Nashville, Tennessee, for 
information about terms for this service. 


ARGEST CLOCK—Which is the largest clock in 
the world? (Question No. 5740) E. W 


Answer—We believe the largest clock in the world 
is the one erected above the factory of Colgate & Co., at 
Jersey City, N. J., in 1922 by the Seth Thomas Clock 
Co. This assumes that this is judged by dial-diameters 
of clocks. The Colgate dial is fifty feet in diameter; the 
hands weigh about one ton each. 


HOW TO PUT A WATCH IN BEAT 
(From page 254) 





makers mark the balance at the “beat point” as do some 
manufacturers but this practice should be avoided if it 
will mar the appearance of the balance wheel. 

Figure 3 illustrates a method of twisting the collet 
while the balance is attached to the bridge. This cor 
sists of a tapered steel pin abont one inch or more ii 
height, fastened to a heavy brass block about one incl 
square. The pin is through the screw hole in the bridge 
and the balance, thus hanging, permits the use of both 
hands for the work. One hand holds the balance while 
the other with a fine tool that will fit loosely into the 
collet slot, twists the collet to its new-found position. 

Figure 4 shows how the collet is twisted when the 
balance is free from the bridge. The arrow indicates 
the position and direction that the collet should be 
twisted. 

Figure 5 illustrates the several checking points to del 
termine the position of the various parts of a watch that 
is in beat. Position H is not always « “must” since the 
bankings may have altered. ! 
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fenrus Contributes Liberty Bell 
And Bridge to Seventh War Loan 


hc 





Jomes J. Lyons, President of the Borough 
of the Bronx, receives a replica of the Lib- 
erty Bell from Oscar M. Lazrus, of the Ben- 
ws Watch Company. . Shown left to right: 
Mr, Lazrus, President Lyons, War Finance 
Chairman W. L. Boyland and War Finance 
Manager Robert M. Schwartz. 


Supplementing its advertising cooper- 
ation in the Warn Loan campaigns, the 
Benrus Watch Co. has contributed a 
replica of the Liberty Bell and a Liberty 
Bell Bridge which is focal point of the 
fth War Loan Drive in the Borough of 
the Bronx in New York City. The pres- 
entation was made by Oscar M. Lazrus 
of the Benrus company to Borough 
President James J. Lyons, War Finance 
Chairman William S. Boyland and War 
Finance Manager Robert M. Schwartz. 

A Benrus watch placed on auction at 
the presentation ceremonies was won by 
a $6,000 purchase of War Bonds. Benrus 
watches will also be presented to the 
three winning orators in a_ contest 
among all the high schools of the Bronx 
on the subject, “What the Liberty Bell 
Means to Me.” 

The Liberty Bell Bridge, which spans 
the South-bound local traffic lane of the 
Grand Concourse at 187th Street is éx- 
pected to attract more than a half mil- 
lion visitors during the period of the 7th 
War Loan Drive. Each purchaser of a 
bond, no matter what denomination or 
where purchased in the Borough, is per- 
mitted to cross the bridge and ring the 
Liberty Bell replica. 

Chairman Boyland announced during 
the presentation that his committee is 

anning almost daily events at the 
ridge throughout the period of the 
drive, at the close of which the Liberty 
Bell replica will be placed in a Bronx 
museum or park. 





Silver Theater Goes on for Summer 


For eight weeks starting June 17, the 
Silver Theater Radio Show will replace 
The Adventures of Ozzie and Harriet. 
Conrad Nagel will be M.C. and director. 

Each program will feature a guest 
star and will continue the Silver Theater 
formula of master of ceremonies, or- 
chestra and announcer. 

Ozzie Nelson and Harriet Hilliard will 
return to the air Aug. 12 to resume the 
Adventures of Ozzie and Harriet with 
Jack Bailey as announcer and Ozzie Nel- 
son’s orchestra. 
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Vacations With Pay 
For All Swank Employees 


Establishment ofa paid vacation plan 
for all employees of SWANK, INC., has 
been announced by J. Carlton Bagnall, 
executive vice-president. 

The plan provides one week’s paid va- 
cation for all employees who have more 
than one but less than five years’ service. 
Those with more than five years’ service 
will receive two weeks’ vacation with 


ay. 

SWANK, manufacturer of men’s 
jewelry, at present is devoting nearly all 
its facilities to war work, making gun 
parts and Bronze Star medals. 





Arrow Mfg. Co.'s "Tolerance" Ads 
Reprinted in Booklet Form 


So widespread has been the commen- 
dation for the series of fine advertise- 
ments by the Arrow Mfg. Co., which 
have as their theme true Americanism 
and freedom of bigotry, and so many 
have been the requests for reprints of 
one or all of the ads ‘in the series, that 
Arrow has reprinted them and put the 
collection out in booklet form under the 
title, “This Victory Belongs to Them.” 

The collection is an inspiration to 
right-thinking on the part of every 
American and the book is worthy of a 
permanent place in every serious library. 





Elgin's New Ad Mats for Retailers 
Tie in With National Campaign 





A new series of five ad mats designed 
to help jewelers hold the value of their 
Elgin franchises against the day when 
Elgins are plentiful again, has been re- 
leased by the Elgin National Watch Co. 

“The Elgin National Watch Co., with 
consistent advertising over the radio 
and in magazines, has spent thousands of 
dollars to keep the Elgin name fresh in 
the minds of prospective customers,” 
said Gordon Howard, advertising man- 
ager, “and these ads afford the retailer 
an opportunity to link up his own name 
with this national advertising. 

“Here’s Why We Haven’t the Elgin 
Watches You Want” is the headline for 
one ad, picturing the wide varicty of 
precision timing equipment produced by 
Elgin for the Army and Navy. 

“To Our Friends who Want Elgin 
Watches” is the heading of another one 
explaining why Elgins are scarce. The 
others are in similar vein. 





New Campaign Holds 
Promise of Silverware 
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“Plans may soon come true!” That is 
the new ingredient added to the “Worth 
Planning For” theme that has been ap- 
pearing for over a year in advertising of 
1881 (R) Rogers (R) silverware. 

Announcement of this campaign, to 
appear in full color in national maga- 
zines, was made at a recent meeting of 
the sales organization by Richard A. 
Bloom, sales manager of Wm. A. Rog- 
ers, Ltd., Division of Oneida, Ltd. 

Featured in the advertisements, one of 
which is reproduced herewith in black 
and white, will be Kodachrome photo- 
graphs by Anton Bruehl and illustra- 
tions, photographed against bridal lace, 
of the Surf Club and Del Mar patterns, 
both of which were just reaching the 
peak of their popularity when Oneida, 
Ltd., turned from silverware to war 
production. 





Precious Stone Dealers to Close 
Throughout First Half of July 


Offices of all members of the Precious 
Stone Dealers Association, New York, 
will be closed for a uniform vacation pe- 
riod from June 29 to July 16, in con- 
formity with the usual two weeks’ clos- 
ing period observed by most jewelry 
manufacturers in this district. 





New Ad-Kit for Gruen Jewelers 


The Gruen Watch Co. recently mailed 
to all its dealers a portfolio of suggested 
newspaper ads, radio script copy and 
ca®card material to tie in with Gruen’s 


current national advertising campaign in. 


leading magazines. 

Appropriately titled “388 Ways to Cre- 
ate Good Will,” the portfolio is practi- 
cally a promotional guide for jewelers 
who want to get the most out of the 
graduation season, the gift business for 
June brides, Father’s Day and _ the 
months that follow. Copy is geared to 
retailers’ requirements with considerable 
space devoted to general jewelry items 
other than Gruen watches, 
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“Here is 
your money’ 








“It looked to me 
like a large sum!’ 


Even in 1825 clocks were “big business.” 
Chauncey Jerome, originator of The New 
Haven Clock Co., tells movingly of a 
sale at that time of 12 clocks to a man 
in a Connecticut town for $12 apiece. 
It was such a big deal he had doubts 
about getting the money! 


“T hurried to my customer,” he records, 
“and told him I had brought the clocks. 
He said nothing but went into another 
room with his son. I thought surely some- 
thing was wrong and I should not get 
the wished-for money, but shortly he 
came back and said, ‘Here is your 
money, and a heap of it, too!’ It looked 
to me like a large sum and took a long 
time to count. I took it with trembling 
hand, then started for home.” 


The return was a nightmare. Fear of rob- 
bers haunted every shadow. But he 
finally arrived home, “feeling greatly 
encouraged and happy!” 


This anecdote is interesting because 
Chauncey Jerome was unwittingly lay- 
ing the foundation for a business that, 
in spite of many wars and depressions, 
was to occupy a space equal to two city 
blocks and reach a total sale of over 
TWO HUNDRED MILLION TIMEPIECES! 


(Due to our war effort, no New Haven 
Timepieces of any kind are now available 
for civilian use.) 





Chauncey Jerome, maker of clocks from 
early boyhood, founded Tke Jerome 

Co, in 1817. This firm was the 
humble Rang all of the present New 
Haven Clock 


THE NEW HAVEN 
CLOCK CO. 


NEW HAVEN, CONN. 


Fine Timepieces Since 1817 
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Solid ‘because these heavy-duty 


men's watch crystals of extra thick 


microscopic glass are made for 
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appearance as well as sturdiness. 
Solid because they are precision cut 





to fit accurately and instantly. Solid 
because they carry not only Fulton's 
catalog numbers, but competitors’ 
comparative numbers too — so that 
identification is sure, fast, error- 
proof. Get hep to Fulton. Ask about 
the 6-drawer FIT-TITE _eee cabi- 
net assortment. 
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Tolchin Issues New Catalog 
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Tolchin Co., wholesale jewelers with 
pranches in Chicago and Los Angeles, 
have just issued a new, 24-page catalog 
of the comprehensive line of merchandise 
which they carry in stock for immediate 
shipment from either city. 

Items shown include a widely diversi- 
fied line of jewelry goods; watch straps 
and bands; wallets, billfolds and dress- 
ing cases; jewelry boxes and display fix- 
tures and watchmakers’ and jewelers’ 
tools, supplies and materials. 

The new catalog is attractively litho- 

phed in two colors with halftone 
reproductions of the items listed. 

A copy may be obtained by writing to 
the nearest Tolchin office, at 5 N. Wa- 
bash Ave., Chicago 2, Ill, or 725 S. 
Spring St., Los Angeles 14, Cal. 

Extensive plans have been made for 
the enlargement of the business in the 
near future. Al Tolchin, partner in 
charge of the Chicago office, has an- 
nounced that as soon as government per- 
mission can be secured, they will start 
remodeling a large loft outside the loop 
district to provide greatly enlarged 
stock and warehousing facilities. 

The sles organization also is being in- 
creased, Morris Fair, of Dallas, who will 
cover the Texas area, being the latest 
addition. Plans are also underway to 
extend still further the company’s for- 
tign trade which is increasing rapidly. 
This branch of the business will be di- 
rected by the exporting firm of F. R. 
Schwanke & Co., Chicago. 





New Assistant to Baker President 


Appointment of Philip D. Wilson, for- 
merly special assistant to the chairman 
of the War Production Board, to the po- 
sition of assistant to presidént of Baker 
& Co., Inc., refiners of precious metals, 
New York and Newark, N. J., has been 
anounced by Dr. Charles Engelhard, 
president. 

Mr. Wilson has been associated with 
WPB since July, 1941, and until re- 
cently was vice-chairman for metals and 
minerals. Prior to entering government 
service, he was vice-president of Pard- 
hers Mines Corp., N. Y., and from 1924 
to 1984,"was connected with the Ameri- 
tan Metals Co., Ltd. 

A graduate of Princeton and Colum- 

Mr. Wilson began his career as 
thief geologist of the Calumet and Ari- 
wna Mining Co. 
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Bulova Elects New Officers 


The board of directors of the Bulova 
Watch Company has announced the elec- 
tion of the following new officers: 
Samuel P. Epstein to the newly created 
position of executive vice-president ; 
Harry D. Henshel, vice-president and 
secretary; R. F. Warren, vice-president 
in charge of advertising; A. Carnow, 
treasurer. 

In the manufacturing division, O. 
Brullhard was elected vice-president and 
director of products; F. Fachon, vice- 
president in charge of watch case divi- 
sion; F. Wullschleger, vice-president in 
charge of a manufacturing division in 
Switzerland; Lore Sandoz, vice-presi- 
dent and director of European oper- 
ations. 





M. A. Mead & Co. Adds Salesman 


Robert Sachs has been added to the 
sales staff of the New York office of 
M. A. Mead & Co., prominent wholesal- 
ers. Mr. Sachs will travel through New 
Jersey, New York State and Connecti- 
cut with the company’s line of Boule- 
vard watches and diamond rings, as well 
as the Columbia brand of diamond rings 
for which Mead is a distributor. 





Oneida's "Back Home for Keeps” 
Featured Editorially by Life 


A tribute of sort hitherto unheard of 
for an advertising campaign to receive 
has been paid by Life magazine in its 
May 14 issue to the “Back Home for 
Keeps” series which Oneida Ltd. has 
been running for the past 18 months. 

Two and one-half pages of the maga- 
zine are given to reproducing a dozen 
examples of the ads plus a photo of a 
typical college girl’s room in which clip- 
pings of the advertisements are used as 
pin-ups, another showing famed Ameri- 
can Ace, Major Richard Bong and his 
bride duplicating the pose of one of the 
illustrations, and a picture of the artist 
at work on one of the paintings. 

Never before, to the best of our 
knowledge, has a leading popular maga- 
zine thus editorially recognized any com- 
mercial advertising campaign. 

In the article, Oneida is given credit 
for having started a new kind of pin-up 
craze with its tenderly sentimental pic- 
tures portraying “the breathless meeting 
of a young wife and her returned ser- 
vice man at the moment of his home- 
coming.” With the pictures, says the 
article, “goes wistful advertising copy 
that manages to remind the reader that 
Community is not making silver now, 
but will when he does get back home.” 

More than a million reprints have 
been needed to fill the requests which 
Oneida had anticipated might run to 
perhaps 50,000. Seldom has a campaign 
so completely “clicked,” and the tribute 
by Life is well deserved. 





Harvel's Retail Ceiling Prices 
Officially Approved by OPA 


Dollar-and-cents retail ceiling prices 
were recently set by the OPA for all 
Harvel watches, under OPA Order 15. 
The new OPA schedule of prices, which 
became effective on April 17, 1945, has 
been printed and mailed to all Harvel 
dealers. Additional copies may be had 
from the Harvel Watch Co.,. 680 Fifth 
Ave., New York 20, N. Y., on request. 





"Ronson" Is Now The 
Corporate Name 


The corporate name of the manufac- 
turer of Ronson lighters has been 
changed to Ronson Art Metal Works, 
Ine. 

“For many years our company -has 
used the registered trade mark ‘Ronson’ 
in connection with its mechanical light- 
ers and other items,” said Alexander 
Harris, Ronson’s president, “and has 
spent large sums of money in advertis- 


ing the name ‘Ronson.’ Our name has | 


acquired a valuable good will and has 


ALEXANDER HARRIS 
. . . Ronson President 





become associated in the trade and pub- 
lic with our company and its products. 
It was, therefore, decided to change the 
corporate title to correspond to the 
brand name.” 

The business was started in 1895 by 
the late Louis V. Aronson. Beginning 
modestly, the company soon acquired a 
position of pre-eminence in the jewelry 
field with its manufacture of high qual- 
ity art metal products. Subsequently, 
Mr. Aronson’s invention of the patented 
action cigarette lighter with the “press, 
it’s lit—release, it’s out” feature quickly 
attained leadership in the cigarette 
lighter industry for Ronson. 

Ronson’s pioneering in pocket ciga- 
rette lighters soon led to the introduc- 
tion of various models of combination 
cigarette lighters, and the introduction 
of table lighters for use in the home and 
office. 

Ronson’s post-war -plans include the 
development of new products, new de- 
signs and considerable expansion of its 
facilities. The manufacture of its popu- 
lar line of lighter accessories, including 
Ronsonol fuel, wicks and Redskin flints, 
will be accelerated as conditions permit. 

The company has plants in Newark, 
N. J.; Stroudsburg, Pa.; Toronto and 
London. 

Ronson lighters throughout the war 
have been supplied only to the armed 
forces, and the company has also manu- 
factured large quantities of other war 
material. However, it is hoped that 
conditions may soon permit substantial 
reconversion to manufacture of products 
for civilian use. 





New Benrus Representative 
Will Cover Pacific Northwest 


As part of its expansion program, the 
Benrus Watch Co. has appointed Ben 
Goldberger as sales representative for 
the Pacific Northwest. Mr. Goldberger 
will have as his territory the states of 
Washington, Oregon, Idaho and Mon- 
tana. He is well known in the territory, 
having covered it previously for another 
watch company. Mr. Goldberger began 
his work as a Benrus Watch salesman on 
April 16. 
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Dealer Helps for Palladium Jewelry 


PALLADIUM 


' Boracing 286 see IB Eng eros 
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Two things that should be of consid- 
erable aid to retail jewelers in promot- 
ing palladium jewelry have just been 
made available by the International 
Nickel Co., who are the producers of 
that metal. 

One is the handsome display card pic- 
tured above, which is a reprint of the 
company’s current ad in several of the 
high grade consumer magazines. The sec- 
ond is an attractive little booklet for the 
consumer, which in interesting style, 
tells the story of palladium, and may be 
had in quantities for distribution by the 
retailer. 

Both are supplied without charge to 
the jewelers who may obtain them by 
writing to the International Nickel Co., 
67 Wall St., New York 5. 





William Scheibel Leaves Benrus 


Wiliam Scheibel has resigned his po- 
sition as advertising manager of the 
Benrus Watch Company after an associ- 
ation with that organization for more 
than 10 years. His resignation becomes 
effective on May 11. 

Mr. Scheibel came to Benrus after 
having been in charge of advertising and 
sales promotion at the Bulova Watch 
Company for nearly 11 years. 

Although he has not definitely an- 
nounced his plans for the future, it is 
understood that he expects to partici- 
pate in a business of his own, details of 
which will be shortly forthcoming. 





Watch Company Changes Name 


The corporate name of J. J. Hyman 
Co., Inc., has been changed to M. Fisher 
Watch Co., Inc., under which all busi- 
ness of the company will be conducted in 
future. 

Morris Fisher, who was secretary and 
treasurer of the J. J. Hyman Co., Inc., 
Sa continue as president of the new 

rm. 





Salam to West Coast for Hill & Co. 


Hill & Company, of Chicago, an- 
nounces the return to the West Coast of 
Mr. A. Salam, who will make his head- 
quartérs in Los Angeles. 

Both Mr. Hill and Mr. Salam are well 
known to West Coast jewelers, having 
traveled extensively through this terri- 
tory in recent years. 
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New Costume Bracelets by Flex-Let 


Jack R. Storti Associates, exclusive 
sales distributors for “Flex-Let” expan- 
sion products, this month introduces a 
new line of ladies’ expansion bracelets, 
the first of many new products being de- 
veloped by the company. 

The bracelets are attractively de- 
signed, and are of gold-filled quality 
with center designs set with simulated 
colored stones. Each bracelet features 
Tru-Rivet Construction (patent pend- 
ing) designed to assure durability and 
wear. 

The bracelets are boxed individually 
and six styles are available. 





New Telechron District 
Representative 


H. K. Dewees has been appointed dis- 
trict representative of Warren Telechron 
Company’s Atlanta, Ga., office, and will 
supervise sales activities in the southeast 
territory, Roy W. Johnson, vice-presi- 
dent, announces. 

“Mr. Dewees comes to Telechron with 
25 years of wide experience in the major 
and small electrical appliance fields, 
having been in the dealer, distributor 
and manufacturing phases of the indus- 
try,” Mr. Johnson said. 

With headquarters at 141 Marietta 
Street,”N. W., Atlanta, Mr. Dewees will 
facilitate distribution of the company’s 
electric alarm clocks in the South. 





Kate Smith Presents Gruen Watch 
To Famed War Photographer 





Kate Smith awards a Gruen each week to 
an outstanding American. 


On one of her recent day-time pro- 
grams, Kate Smith awarded a Gruen 
watch to Joe Rosenthal, ace war photog- 
rapher, in recognition of his famous pic- 
ture, “The Raising of the Flag on Iwo 
Jima” (designated by the Treasury De- 
partment as official picture of the Sev- 
enth War Loan Drive). 

The watch was inscribed, Kate said, 
“from all of us who join together during 
these little talks, as a gesture of appre- 
ciation for the picture which portrays 
the ‘Spirit of °45.’” 

The Gruen award is a regular weekly 
feature of the popular program, “Kate 
Smith Speaks” (CBS), and is given to 
distinguished Americans for outstanding 
achievements. Among those who have 
been so honored are Cole Porter, famous 
composer, for his contribution to the na- 
tion’s wartime morale with his singable 
tunes; Captain Genevieve Thorpe of the 
U.S,A. hospital ship “Louis A. Milne,” 
and Lt. James M. Jones of the Navy 
Air Force, who shot down seven Japa- 
nese planes, three of them within seven 
minutes. 








Statuette of Iwo Jima Flag Raising 
Is Gorham Gift to Marine Corps 





A bronze and marble statuette of the 
thrilling flag raising scene atop Mt, 
Suribachi on Iwo Jima, immortalized in 
Joe Rosenthal’s famous photograph, has 
been created by the Gorham Mfg. Co, 
and presented by them to the U. S. Ma 
rine Corps in honor of the gallant mea 
of that service who performed that 
heroic deed. 

The presentation was made by Ed- 
mund C. Mayo, Gorham’s president, on 
May 10, and accepted in behalf of the 
Corps by General Alexander A. Vander- 
gift, commander of the Marines. 

Making the statuette group required 
five weeks of painstaking efforts by Ben 
Johnson, sculptor at the Gorham Co, Mr, 
Mayo explained that Johnson devoted 
his nights and off hours to this work so 
as not to interrupt the war project on 
which he has been engaged for the past 
three years for the company. 





Langendorf Watch Co. Thanked 
By Army Exchanges for Cooperation 


In a letter to the Langendorf Wateh 
Co., dated May 1, Colonel F. R. Kerr, 
Chief of the Army Exchange Service, 
has expressed the appreciation of the 
service for the cooperation extended by 
the Langendorf Watch Co. in supplying ~ 
watches for the Post Exchange Stores.” 

Wrote Col. Kerr: “Captain H. 0.7 
Bierbaum, the buyer of watches in our” 
procurement branch, has advised me” 
that your organization has been of ex 
treme value and assistance to him in ful.” 
filling the mission of securing the” 








watches for exchanges to resell to our 
troops. F 

“The Army Exchange Service appre i 
ciates the cooperation and assistance ex-~ 
tended at all times during the past yeat” 
and takes this opportunity of expressing 
its gratitude.” ; 

Commenting on the letter, Harry 
Rodman, head of the company, tt | 
marked, “This will explain to retail ; 
jewelers why they have not always been | 
able to get as many Langendorf watches 
as they might have liked. We have felt 
that full cooperation with the armed) 
forces was our wartime patriotic duty” 
and are pleased that our efforts are ree 
ognized. We only ask our civilian dealers 7 
to be as patient as possible till this emer 7 
gency is over, when we will again be” 
able to fill their needs.” q 
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Cled So Corrclucion 


BACK TO EARTH 


WE HEaRTILY sEconpD the thoughts’ set forth in the 
“Merchandiser” letter sent by the Baldwin-Miller Co., 
wholesale jewelers in Indianapolis, to their customers 
on April 18. 

After commenting on the lush business that jewelers 
have been privileged to enjoy, the letter goes on to re- 
mind its readers that the “gravy train” of recent years 
isn’t going on forever, and now is the time to begin get- 
ting ready for the more difficult days ahead. 

The financial statements of most jewelers, the letter 
remarks, make a beautiful picture right now, but in most 
of them, the inventory is a large factor. And what about 
that inventory today? Isn’t a lot of it at inflated prices, 
or in goods of inferior quality that we were willing to 
buy only because better grades weren’t available? 

The moral is, says the letter, let’s not fool ourselves 
with the figures of what we may have paid for the goods. 
Let’s recognize our stock now for what it is, value it on 
our statement for its real worth, and not for its “gravy 
train” cost prices, 

And then, let’s start the salvaging process of liqui- 
dating the inferior or over-priced merchandise right now 
while business is still good, and from now on get back 
to the fundamentals of sound buying with a critical eye 
that appraises new purchases on a basis of what their 
true value will be in the period ahead. 

That impresses us as good sound advice. We recom- 
mend it to the earnest consideration of every reader of 
JC-K. 


WHAT'S THE REASON? 


THE REASONING oF the Federal Trade Commission in 
seeking to require sellers of cultured pearl jewelry to 
state the pearls’ country of origin in all advertising, tag- 
ging and selling, seems a little difficult to follow. 

According to the stipulation which these firms have 
been asked to sign, the purpose of the rule is to stop un- 
fair competition. We fail to see where any unfair compe- 
tition exists in this respect, inasmuch as all the cultured 
pearls on the market were produced in Japan or 
Japanese-controlled territory—before Pearl Harbor of 
course—and therefore there is no possible competitive 
advantage or disadvantage for any one concern over any 
other in this regard. 

If any seller had misrepresented the facts in his ad- 
vertising, then a “cease and desist” order against that 
particular seller requiring him to stop such misrepre- 
sentation would of course be in order, but to the best of 
‘our knowledge, no one has even been accused of such 
‘misrepresentation. 


In view of those facts, to demand that every one who 
handles cultured pearls mark them to show where the 
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pearls came from, when that requirement is not applig 
to other jewelry materials, seems a little inconsistey t, 

Perhaps some unthinking “super-patriots” may arg 
that the sale of anything which Japan has had a part i 
producing should be penalized—as it would be in th 
U. S. today by a “Made in Japan” label. They, howe 
overlook the fact that any cultured pearls now bei 
fered for sale in the U. S. were bought and paid for } 
American firms before Pearl Harbor. To boycott th 
now would make no difference to J apan, which ha 
already been paid for them, but would injure only ¢ 
American citizens, whether manufacturer, wholesaler, 
retail jeweler, whose property they are today. 

Just what's back of all this? 


GIVE AND T. 


QuiTE a NuMBER of retail jewelers have written us ij 
recent months to complain about the service they hay 
had from some manufacturer or other on repair jobs, © 

We can thoroughly sympathize with the plight of th 
retailer who has to wait several months for the mam 
facturer to repair and return an article for which 
retailer’s customer is clamoring. But on the other har 
very often there is something to be said on the mantis 
facturer’s side as well. For example, in one of the mogi 
recent cases to come to our attention, the retailer com 
plained bitterly because the manufacturer had not 
paired and returned a bracelet that the jeweler had sé 
him several months previously. 

Upon investigation, however, it developed that 
bragelet in question was a model that had been obsolete 
for ten years, and no ready-made parts were available 
for it. So to make the repair, the manufacturer had to” ’ . 
dig up a toolmaker—his own was on war work—to come 
in to make a special part, and with the scarcity of sue 
men it took time to find one. 

The job was finally completed—at a cost to the mami 
facturer of $8—no charge to the retailer—and all the 
manufacturer got out of it was the loss of the Jewell 
good will. 

Of course, a manufacturer should stand behind | 
product but also there should be a reasonable limit to 
age of an article beyond which he should be asked to gi 
free repair service. The whole repair situation calls fo 
tolerance and understanding on both sides—a promp 
acknowledgment of repair orders by the manufacture 
with a tactful statement of the facts if there is to bea 
delay—and on the retailer’s side, a recognition of the 
manufacturer’s problem under present conditions. 
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